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The holiday buying season for 1932 is the first one for which 
the retailer has had a line of nationally advertised silverplated ware which is entirely his own. 
FOR THE YEAR ONE, D.S. A line of silverware on which the retail merchant is assured his 
full legitimate profit. FOR THE YEAR ONE, D.S. A line with a distinctive individuality because 
the most used pieces of flatware are inlaid with sterling silver. FOR THE YEAR ONE, D.S. 
A line replete with beautiful and salable containers, and five patterns all of which are the prod- 
ucts of the designing staff of the world’s largest silversmiths. Therefore, we wish you all your 
first Merry Christmas FOR THE YEAR ONE, D.S. Send for our retail catalogue, if you haven't 


already received it —the on/y current catalogue in which Holmes & Edwards Inlaid appears. 


*D.S. means DIRECT SELLING — 1932 is the first such year on Holmes & Edwards Inlaid. 


HOLMES & EDWARDS INLAID 


“Something More Than Plate’ 
4 


The mark of the International Silver Company— 
the world’s largest manufacturer of silverware— 
the world’s largest advertiser of silverware. 





"REG. U. S. PAT. OFF. 


INTERNATIONAL SILVER COMPANY, HOLMES & EDWARDS DIVISION, MERIDEN, CONN. 


NEW YORK: 9-19 Maiden Lane CHICAGO: Merchandise Mart SAN FRANCISCO: 150 Post St. ST. LOUIS: Ambassador Bidg. ATLANTA: 80i Hurt Bldg. 
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““PETITE’’ DESK CLOCK 
(No. AB3F-52)—black Textolite case, with Chrome- 
finish feet and bezel ring. 3-inch light ivory dial, 
Black modern Roman numerals. Height 434 inches; 
width 358 inches; depth 2 inches. List price . $3.95 





"NEW HOSTESS’’ KITCHEN CLOCK 
(No. AB2F-02)—green, ivory, white, black, blue, 
orange, and yellow. Case-back and bezel in gleaming 
Nicral. 5-inch cream lacquer dialon allexcept white— 
which has white dial. Height 7% inches; width 
71% inches; depth 2% inches. List price . . $4.75 
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SPEAKING OF THE JEWELRY TRADE 4 «4 a 


dd 

I believe a new 
era is in the making for our indus- 
try,” said Stephen H. Garner, retir- 
ing president of the New England 
Manufacturing Jewelers’ and Silver- 
smiths’ Association. “Business is 
coming into the hands of a new gen- 
eration of younger men, who are 
gradually discarding the old influ- 
ences, the old superstitions, the old 








conventions, traditions and _preju- 
dices, and are thinking for themselves 
in terms of present-day problems— 
with the result that we are showing 
a decidedly more charitable and lib- 
eral attitude toward our associates in 
the industry, with an increasing de- 
sire to work out with them our com- 
mon problems. We are apparently 
coming to the conclusion that it is far 
better to work with each other for 
profit to all than to work each for 
himself to our mutual disadvantage. 

“This cooperative spirit, if fos- 
tered and encouraged, will, I feel 
sure, be the salvation of our industry. 
If our members are encouraged to 
solve their common problems through 
unselfish intercourse with groups of 
others in their line, so that the result 
may be the mature judgment of many 
minds, the industry will take on a 
new dignity and will cease to be more 
discouraging or more distasteful than 
other commercial enterprises. Not 
alone to us, but more particularly to 
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the youth who must continue our ef- 
forts.” 
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a a statement 
published in the last issue credited to 
Wilson A. Streeter, vice-chairman of 
the Special Committee on Taxation 
of the Jewelry Industry, Mr. 
Streeter referred to the short- 
sightedness of the retailer who re- 
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Says Wallace Thompson’s bulletin on 
general conditions: 


This is about our job, and yours with us— 
advertising. It is too good a line not to be 
passed on, even in this Bulletin. Sir Thomas 
Lipton quoted it. The words come from 
William E, Gladstone, England’s “Grand Old 
Man” of the Victorian era. Sir Thomas 
heard Gladstone say the following in an ad- 
dress in Glasgow and took it for his text 
in business: 


“Advertising is to business what steam 
is to industry—the sole propelling 
power. Nothing except the mint can 
make money without advertising.” 





fuses to register as a producer in the 
hope that he may avoid taxation. In- 
advertently Mr. Streter’s statement 
was worded so as to indicate that he 
expressed the attitude of the Tax 
Committee in this regard. This is an 
error, as the committee takes no sides 
whatsoever in this question and ex- 
presses no opinions, confining its work 
to interpretation of the tax and to 
fighting for the repeal of its discrimi- 
natory features. 

With the essence of the statement 
of Mr. Streeter, the JEwELERS’ Cir- 
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CULAR is in full accord, but we re- 
gret that in publishing it it was not 
made clear that these were Mr. 
Streeter’s views and that of his asso- 
ciates among the tax experts of the 
trade, and not the official opinion of 
the Special Committee on Taxation 
of the Jewelry Industry. 


¢.¢@ @ 
The importance of 


maintaining quality which is now be- 
ing realized by leading business men 
in all industries was well emphasized 
recently by C. D. Morris, vice-presi- 
dent of R. Wallace & Sons Mfg. Co., 
in a letter to customers in which he 
called attention to the fact that with 
the unsettled conditions of the last 
three years many companies have been 
deserting their old standards, saying: 
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“Many manufacturers, desperate 
for volume and harassed by distress- 
ing competition, have lowered their 
standards of quality. Some more 
panicky than others have entirely lost 
their sense of perspective and by using 
inferior finish, and lower standards 
of workmanship, have sacrificed, al- 
most over night, a reputation for 
quality built up over many years of 
effort. This wrecking of the reputa- 
tion due to short-sighted sacrifice of 
standards * * * is one of the 
most tragic consequences of the pres- 
ent depression. Inevitably, of course, 
it has brought its own reaction. It 














is our sincere belief that today the 
tide has definitely turned back to 
quality. Consumers as well as 
buyers everywhere have come to 
realize that what they want is not 
just Jow prices, but high quality at 
fair prices.” 

In stating that his company’s 
policy is the same now as it has al- 
ways been and that never a piece of 
silverware was put out on which the 
firm’s name was stamped that they 
did not warrant to give entire satis- 
faction, he explains the reason why 
they have been able to do this and 
why they are facing the future with 
full confidence that prosperity will 
return to our country, to their cus- 
tomers and to themselves. 


4 ¢ ¢ 
ld 
W. must contribute 


more generally to the unfortunate 
this year than ever before,” said Ar- 
thur Lorsch, chairman of the Jew- 
elers’ Division of the Emergency Un- 
employment Relief Committee of 





New York. “Conditions this year 
are abnormal, far worse than they 
have been since the beginning of the 
depression, and we must, if neces- 
sary, put an abnormal strain on our 
resources to meet them. I realize 
that the jewelry trade, as a whole, is 
in far worse condition to meet this 
demand than many other industries. 
Nevertheless, we must do our share, 
no matter how much it hurts. 

“Our quota in New York has been 
set at $50,000 and though it may be 
hard to reach this sum, we are de- 
pending on the public spirit as well 
as generosity of our members to keep 
up the reputation that our industry 
has always had in all parts of the 
country. We have organized our 
trade in the metropolis more elabo- 
rately than ever before and the co- 
operation we are getting from the 
different branches is most gratifying. 

“T trust that not only will the New 
York jewelers strain every effort to 
help us ‘go over the top,’ but that 
jewelers everywhere will support 
their unemployment funds to an ex- 
tent that will bring credit upon the 
industry as a whole.” 





asians started off 
well in November in some parts of 
Texas, as is shown by a report of N. 
Feder of El Paso, who, in a letter 
dated Nov. 9, says: “We are just 
winding up our third birthday sale 
and our business during it was better 
than last year. In fact, we have sold 
more diamonds in the last eight days 
than we did last year during the whole 
of November, 1931, and this in spite 
of the fact that the same conditions 
exist in El] Paso as in other sections 
of the United States. We might fur- 
ther say that we have already during 
the eight days of our sale laid away 
over 600 packages for Christmas, and 
we believe the public is becoming 
more jewelry conscious than it has 
been for a long time. 

“My desire in writing this letter is 
to encourage some other readers of 
THe JEWELERS’ CIRCULAR so that 
they will not lie down on the job. I 
believe the jewelry business is coming 
back, and that we will all feel it soon 
if we buy the merchandise that our 
customers desire and put it on sale at 
the right price.” 


q¢ 4 


“FE ’ ‘ 
lection is over, 
thank God! Not another presidential 
election for four years. Again thank 
God! Now let’s get back to business 
and cash up on the perfectly definite 
(not large but real and definite) im- 
provement in consumer buying, which 
was interrupted and postponed for six 
weeks on account of the election cam- 
paign,” says Pierrepont B. Noyes, 
president of Oneida Community, 
Ltd. 

“Statistics show that always, no 
matter what the issue of how pros- 
perous the country may be, a presi- 
dential election temporarily paralyzes 
business. Fortunately, those same 
historical statistics show that imme- 
diately after each election, almost the 
next day, business has started up. 
The 1932 election is typical of this 
process. Fear is always the ammu- 
nition of at least one of the political 
parties. Few people believe the 
bunk, but we all fear that others be- 
lieve it. 

Now that is over. The pessimism 
regarding a Roosevelt administration 
has been, I believe, largely campaign 
pessimism. In fact, I firmly expect 
to see even those men of large affairs, 
who had an undoubted stake in con- 
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tinuing Mr. Hoover as president, 
discover now that the stage is set for 
business recovery. 

“Don’t miss the opportunity, 
Have your buckets out so that if it 
rains you will get some of the mois- 
ture. For our own part, we are run- 
ning our factories full time.” 
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Now is the time 


for the jeweler to use every precau- 
tion to safeguard his merchandise, 
The Jewelers’ Security Alliance 
reports that during the first eight 
months of this year 303 attacks were 
committed against jewelers with losses 
reaching the deplorable total of 
$1,103,624. Attempts may be more 
frequent and daring from now on. 
Of these 303 attacks reported 60 
were sneak thefts, with losses of 
$25,000, and 135 window smashings 
with losses of $51,500. 

In view of the approaching Christ- 
mas season the Alliance warns 
jewelers to be particularly careful 
about locking showcases and show 
window displays and to be watchful 
when two or more strangers enter a 
store together and, while claiming the 
attention of salesmen, give a confed- 
erate an opportunity to steal valuables 
from unlocked cases or windows. 

This point is stressed by the Alli- 
ance because the Christmas season of- 





fers unusual opportunities for sneak 
thieves to work successfully when 
clerks are busy and their minds are 
on sales more than safety. It is much 
easier and more satisfactory to de- 
vote more attention to preventing 
crime than it is to try to capture and 
convict the thieves. 


* 9. @ 


x speaking of the 
superiority of animal, fish and vege- 
table oils over mineral oils for watch 
and clock work, George W. Feldman, 
president of the Fulcrum Oil Co., in 
a letter sent out last month, dwelt on 
the importance of having the lubri- 
cant of the exact viscosity which the 
mechanisms require. He said: 

“The dictionary gives the meaning 
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of the word viscous as ‘adhesive or 
sticky.’ Viscosity is the measure of 
that adhesiveness. For instance, if 
you have two liquids, one denser than 
the other, and you partly immerse 
two metal rods in these liquids and 
let the liquids which adhered to the 
rods drop off the ends, the one which 
drops the faster is less viscous than 
the other. So while the word ‘vis- 
cosity’ sounds like a technical term 
it: is easily explained. 

“The proper viscosity permits the 
small particle of oil which is used to 
stay where it is placed without ‘run- 
ning away’ or spreading. 

“To obtain a certain specified vis- 
cosity a mineral oil would have to be 
of considerably heavier body than ani- 
mal, fish or vegetable oils. Then 
when you consider that the mineral 
oil is sure to evaporate to a certain 
extent, the residue after evaporation 
would be so thick that it would re- 
tard the mechanism.” ; 


q+ ¢ ¢ 
4d 
. 1886 we have 


gone through many periods of pros- 
perity and adversity. We have recov- 
ered from each period of depression 
with renewed vigor and determina- 
tion and have risen to new heights of 
accomplishment and prosperity. There 
is no reason to believe that history 
will not repeat itself,” says Frederick 
M. Feiker, director of the Bureau of 
WELL WE MADE IT 


\ 
Wa 








Foreign and Domestic Commerce, in 
his annual report. 

“The great danger is that we will 
too soon forget the painful lessons 
forced upon us in the last three years. 
If we are to profit by these lessons, 
there will be great need for sound 
thinking and the development of 
sound policies in the years just ahead. 
Such thinking and such policies re- 
quire unbiased leadership and an ever- 
increasing supply of reliable facts. 
They will also require the widest 
utilization of all the agencies at our 
command, properly coordinated and 
working in harmony with each other. 

“There is a great deal of satisfac- 
tion and assurance to be derived from 
the fact that, although somewhat 
weakened from the same forces which 
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have affected individual business in- 
stitutions, our structure of organiza- 
tion is still intact. By and large our 
trade associations have weathered the 
storm and, as a result of our difficul- 
ties, have probably been strengthened 
through a greater realization of the 
interdependence existing between the 
various groups.” 
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4d 
The Volstead Act 


did more, in my opinion, to undermine 
the average citizen’s respect for law 
than any law ever placed upon our 
statute books, and its demoralizing ef- 
fect upon our social and political life 
will remain long after it is repealed. 
The excise taxes imposed upon a se- 
lected number of industries by the last 
Congress (including the jewelry 
trade, which I represent) are having 
a similar effect upon those so taxed,” 
said G. H. Niemeyer, chairman of 
the Special Committee on Taxation 
of the Jewelry Industry, at the An- 
nual Convention of the National As- 
sociation of Manufacturers, Nov. 16. 

“A ten per cent tax upon an in- 
dustry that is prostrate is unfair and 
economically unsound, because it 
violates one of the first principles of 
taxation, which is that taxes be based 
upon ability to pay. A manufac- 
turer, producer or importer fighting 
for his business existence is tempted 
to avoid and even to evade what he 
considers to be an unreasonable tax. 
Stimulating that incentive is uncer- 
tainty as to the meaning of the law 
and its interpretation. 

“The effect of this 10 per cent tax 
upon the jewelry industry has been 
demoralizing. Business has _ been 
bad, but the new tax law has made it 
infinitely worse. Merchants have 
postponed, and in many cases actu- 
ally stopped buying, taxable merchan- 
dise. This excessive tax has created 
inequalities between various branches 
of the industry. Middlemen are 
penalized to the point of being prac- 
tically legislated out of business, or 
will be if the law remains in effect. 
Individuals find themselves unable to 
meet the competition of others fa- 
vored by the law or those who have 
taken legal advantage of technicali- 
ties in the law or are deliberately 
violating the statute. 

“Congress undoubtedly intended 
that the 2500 manufacturers in our 
industry were to be taxed under this 
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Act. Instead we find 15,000 to 
20,000 retailers and wholesalers who 
are potential manufacturers and pro- 
ducers subject to the tax and unable 
to be relieved of this responsibility by 
the administrative branch of our 
Government because of provisions in 
the law.” 
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usiness is looking up 
in the Hotel des Ventes, in the Rue 
Drouot, popularly known as the ‘Ho- 
tel Drouot,’ the public auction rooms 
of Paris,” says Raymond C. Carroll 
in a copyrighted dispatch to the New 
York Evening Post, Nov. 15. Mr. 
Carroll bases his contention on the 
fact that good prices have been real- 
ized for jewelry sold at auction there 
during the preceding week. He cites 
particularly a bracelet of diamonds 
and emeralds which sold for $8,000, 
and a few other pieces. It is not the 
amount that these jewels realized but 
the fact that the prices were in line 
with old values that causes this cor- 
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respondent to take it as an omen of 
the dawning of good business again in 
Paris. 


> s 
A suggestion 


given by Alice Hughes in her inter- 
esting column in the Scripps-Howard 
papers might profitably be broad- 
casted by some jewelers. To the very 
rich young men who are racking their 
brains for unusual presents for their 
girl friends she calls attention to the 
new charms displayed on Fifth Ave., 
New York, saying: 

“Most interesting among these are 
the proposal charms and the prosper- 
ity charms. A tiny engagement ring, 
too small to fit the finger of the tini- 
est Singer midget, is one proposal 
charm. It is of platinum, with a soli- 
taire set with two baguette diamonds. 
The other is a tiny black enamel dial 
telephone which dials “I love you.” 
This, too, is sprinkled with diamonds, 
and both are intended to attach the 
heart of the young lady the instant 
she attaches them to her trophy brace- 
let.” 
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RETAILERS’ CHRISTMAS STOCKS— 


The stocks carried by 


the leading retail jewelers of the United States are the 
lowest since the beginning of the century, particularly 
stocks of diamonds, jewelry and watches. Many dealers 
intend to do some last minute buying after Thanksgiving 
and there will be an especially hard drive made to in- 
terest customers in merchandise running from medium to 
the finest qualities. Sterling silver has taken a dominant 
place in the holiday stocks of a large number of firms, 
while the greatest effort in Christmas advertising will be 
made on watches, clocks, silverware, diamonds, gifts and 
costume jewelry in the order mentioned. 


Christmas buying has already started in about one- 
third of the stores, but in most instances the Christmas 
trade is not expected to be manifest until after Thanks- 
giving. 

These are a few of the high lights disclosed by the 
answers to the questionnaire sent out by THE JEWELERS’ 
CrrcuLar to 200 of the leading jewelers outside of the 
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metropolitan district, in the principal towns and cities of 
40 States. It gives a clear cross-section of the position 
of the industry today. 


It might be mentioned in passing that 53 per cent of 
the inquirers answered the questionnaire immediately and 
in so doing almost all gave detailed information on each 
of the 15 questions asked. Since the tabulation was made 
answers continued to come in, but these in no way af- 
fected the summary of the total result, but, on the other 
hand, confirmed it. 


Following is a summary of the answers to the ques- 
tionnaire by the leaders of the industry: 


HOLIDAY BUSINESS 
31% found that Holiday buying has started to some extent. 
69% have not experienced any Holiday buying as yet. 
20% expected Holiday business to be as good as last year; whereas 
80% were doubtful 
A most unusual situation exists in that 39% indicated they will do 
some buying and add to their stock after Thanksgiving. 
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A DIAGNOSIS 


DIAMOND STOCKS 
20% report their stocks to be the same as last year. 


14% indicate their stocks are greater, ranging from 5% to 50% for 
an average of 17%. 


66% indicate their stocks are less, ranging from 5% to 80% for 
an average of 30%. 
JEWELRY STOCKS 
19% report their stocks to be the same as last year. 


13% indicate their jewelry stocks are greater, ranging from 5% to 
20% for an average of 12%. 


68% indicate their stocks to be less, ranging from 5% to 55% for 
an average of 30%. 


WATCHES 
22% indicate their stocks to be the same as last year. 


17% indicate their stocks to be greater, ranging from 6% to 20% 
for an average of 10%. 


61% indicate their stocks to be less, ranging from 5% to 50% for 
an average of 29%. 
ATTACHMENTS AND CHAINS 
40% indicate their stocks to be the same as last year. 


29% indicate them to be greater, ranging from 6% to 50% for 
an average of 15%. 
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31% indicate them to be less, ranging from 5% to 35% for an 
average of 18%. 


ELECTRIC CLOCKS 


16% indicate no stock of electric clocks. 

21% show their stock of electric clocks to be the same as last year. 

16% indicate theirs to be greater, ranging from 5% to 75% for an 
average of 45% (5 having just added the line). 

47% report less, ranging from 10% to 75%, for an average of 35%. 


STERLING 


20% report their stock to be the same as last year. 
42% report greater stock, ranging from 4% to 50%, for an average 


of 17%. 
38% report their stock to be less, ranging from 7% to 52% for 
an average of 24%. 


PLATED WARE 


10% report no stock at all. 

23% report their stock to be about the same as last year. 

15% report their stock to be greater, ranging from 5% to 30% for 
an average of 16%. 

52% report stock to be less, ranging from 10% to 75% for an 
average of 38%. 


GIFTS AND OTHER ITEMS 


10% report no stock at all. 

25% report stock to be about the same as last year. 

23% report stock to be greater, ranging from 10% to 40% for an 
average of 23%. 

42% report stock to be less, ranging from 10% to 50% for an 
average of 18%. 


— reports show 
that the greatest effort in sales promotion and Christmas 
merchandising will be on watches and clocks; silver is 
second; diamonds third, and gifts, costume jewelry, etc., 
fourth. The returns on this were indicated on the ratio 
of 6, 4, 3 and 2. Under the heading of qualities to be 
featured it is a 7, 2 and 1 proposition on the basis of 
medium, finest and cheapest. 


The price range will be scattered, but general indica- 
tions are that more emphasis is going to be placed on 
items to sell from $5 to $25. Some will feature items 
from $1 to $5 and others continue to emphasize the 
higher priced merchandise from $25 up. On the price 
situation, 60 per cent indicated that there seemed to be no 
difference in prices from last year over this year, whereas 
40 per cent felt that prices were somewhat less—from 10 
per cent up to 25 per cent. 


A few of the outstanding highlights would indicate 
that silver sets are going to be quite a featured item, 
after the watches ; with stocks decidedly !ess than the aver- 
age of last year it is obvious that the trade does not ex- 
pect as much business to be done, but we are safe to say 
that there will be much last-minute ordering on the part 
of the jeweler if he expects to take care.of the business 
that comes into his store. 


A few reports were very pessimistic, basing their an- 
swers entirely on the election outcome, but not more than 
3 per cent had that thought in mind—at least not more 
than 3 per cent expressed it. The general summary 
would indicate that the stocks of the leading retail 
jewelers of the United States are the lowest in the his- 
tory of the industry; that they intend to do last-minute 
buying; that there has been a shifting in the types, kinds 
and grades of merchandise that will be prominently fea- 
tured at Christmas—all of which brings forth the con- 
clusion that those manufacturers and wholesalers who 
have a stock of merchandise on hand and whose name and 
product are in the jewelers’ minds and before his eyes 
during the first two weeks of December will be called 
upon to fill orders. 











For the jeweler 
who will go after Christmas business with intense store 
promotion, employing advertising, window trimming and 
interior decorations, a normal volume of trade will result 
from his efforts. Again this Christmas the jeweler will 
be in competition with the appeal presented by other retail 
stores for a part of the Christmas dollar that will be 
spent by Mr. and Mrs. Everybody. 

If early predictions of store executives are accurate this 
year’s holiday shopping will include for the most part gifts 
that will have a practical value. Regardless of 
predictions, sentiment will still wield its influence upon 
the customer who will find Christmas expression only 
through a beautiful piece of jewelry. 

This situation of practicability versus sentimentality 
provides the jeweler with two appeals in his Christmas 
promotion and affords an opportunity of merchandising 
his entire stock during the Christmas holiday shopping 
period. What will I advertise is the question most gen- 
erally asked? Ina majority of instances the answer should 
be, items having the greatest interest to the largest num- 
ber of possible customers. At least it is within this classi- 
fication that your emphasis should be placed in your ad- 
vertising. 

Popular priced items appealing to many will unques- 
tionably produce the largest number of sales. With the 
consumer purse strings and the dollar being stretched as 
far as possible to cover as many Christmas presents as it 
will, the wise merchant will direct his strongest selling 
appeal down the channel that will bring the most profit- 
able results. 

For volume sales and for attracting customers to your 
store, the best business pulling items will range from $2 
to $10. This is the trade that will drift into stores where 
they feel the better value can be purchased. One unmis- 
takable-value which only the jeweler can transmit to the 
receiver of the gift is prestige which has been built over a 
life-time of service based upon integrity and confidence. 
In the customer’s mind the item coming from the jewelry 
store is appreciated many more times than the same item 
from other retail outlets. ‘The Christmas present boxed 
in the jeweler’s container has a plus value that no other 
store can give. 

Instruct your salesmen to use this argument, feature it 
in your windows, perhaps not as bluntly as we've indi- 
cated, but it should be capitalized and emphasized when- 
ever possible. 

Newspaper advertising will prove most effective in get- 
ting this popular priced business. It delivers your message 
to the greatest number of people at the lowest cost. 


Two types of copy appeal can be utilized in merchandis- 
ing your store. First large generous space featuring many 
items emphasizing price. Secondly, a distinctive type and 
art treatment in small space showing some high priced 
article. Both have their particular clientele, the latter ap- 
pealing to fewer, while the former includes more sales op- 
portunities. Remember that your best customer also buys 
gifts in the $2 to $10 price range. 





Christmas Promotion Ideas That 
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Every jeweler will have to inaugurate skillful and 
clever ideas into his Christmas selling promotional 
plans if he expects to get his proportionate share of 
the holiday dollar. In this article are detailed a 
number of ideas which can be introduced in stimu- 
lating business. The suggestions are not the elabo- 
rate plans, involving large expenditures, but on the 
contrary are simply selling suggestions that can be 
used by small as well as large stores. 

Adopt these ideas and add to them as they fit into 
your requirements. If you hope to have a brisk busi- 
ness during the holiday period, you'll be compelled 
to adopt a vigorous Christmas sales plan. Helpful 
ideas are enumerated in this article. 











In the popular price advertisement, show the article and 
introduce an appealing headline stressing gifts at prices 
that are unusual. Include gifts for everyone in this lay- 
out. For the exclusive, quality ad, it will require selling 
appeal with convincing copy and distinctive layout, with 
strong emphasis placed upon quality and sentiment. 

For the jeweler whose business is not sufficiently large 
to use newspapers, a series of letters or effective circulars 
should be prepared. Feature many items in the circular 
with clear descriptions and prices shown in type large 
enough to attract the eye. Booklets, letters and folders 
can be ihexpensively prepared and sent to a select list of 
your customers or people who live in the neighborhood of 
your store. Little cost is involved but the possibilities of 
results are large. You cannot take a passive attitude and 
expect customers to come to you without giving them good 
pocketbook reasons. Go after -your Christmas business 
with vigor and use the printed word in relation to your 
volume. 

Your store should have a Christmas atmosphere. Plenty 
of store decorations are available, what with crepe paper, 
holly wreaths and smaller accessories for the display cases, 
a holiday spirit can be injected throughout the store. In- 
troduce some gift tables with definitely priced items. 
Move some of the departments around for the holidays. 
It brightens and cheers the store, enthuses sales people and 
gives freshness to merchandise when seen in a new loca- 
tion or in a different background. 

Your most effective Christmas promotion producing the 
best sales results are your display windows. Give careful 
thought in planning attractive displays. Divide your win- 
dows to catch two types of customer. A mass display for 
the popular priced items always has forceful pulling 
power. Fill the window with many of one or two items 
and display a large price announcement. No other appeal 
in window signs is needed. The public is keen enough on 
values to judge the worth of an item. 

Many attractive items reasonably priced that do not 
enter into price competition with department stores are 
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Will Improve Holiday Business 


available and should be carefully selected. Non-competing 
items are more readily merchandised and easier to sell. 
Buy with judgment both as to the item and its price. 

Feature in other windows the finer quality merchan- 
dise. ‘That which runs into the higher price range and is 
bought as a gift for some intimate friend or relative. Here 
sentiment plays an important part in developing the sale. 
Here price is not the all vital factor. 

Do not frighten people from coming into the store by 
showing jewelry that is excessively high in price. Rather 
have them come in, where you can depend upon your sales 
organization to grade the customer up. Give the indi- 
vidual who stops in front of your windows an opportunity 
to make a wide selection. 


p rice tickets should be 


on every item; this is the judgment of many stores, both 
large and small. It is natural to assume that your win- 
dows will reflect Christmas spirit in decoration, back- 
ground and trimmings. 

Have some person in the store with artistic taste devise 
several Christmas wrappings for boxes and packages from 
which the customer may make a choice. This will aid the 
selling organization in completing a transaction by empha- 
sizing this additional service which the store is offering. 
Devote some part of your window display to these attrac- 
tive wrappings. Use a sign which says: “One of these 
Christmas wrappings will give for your gift a new mean- 
ing to ‘Merry Christmas’.” Have a display of these wrap- 
pings, in the store. Have this display conveniently located 
where every customer can see it. 


The proportion of the Christmas business a jeweler 
can get, depends largely on his own efforts in planning 
his promotion and then promoting his plan. 


A series of two or three letters during the holiday 
shopping period will have a persuasive appeal to your 
regular patrons. Use your mailing list, which should 
contain the names of your customers. Make the letters 
friendly and intimate as if you were talking to the cus- 
tomer personally, which you are really doing through the 
typewritten word. MHere’s an example of an effective 
letter used by one of the largest jewelers in New England: 


“Of all the shopping duties ahead of you—is 
there one more pleasant, more intriguing, than choos- 
ing your Christmas gifts? 

“This year we have made unusually early stock 
selections in all departments, thus assuring you of a 
wide choice at any price you care to pay. Please 
féel free that this is your store and expect from us the 
utmost in style, quality, and service. 

“Why not stop in during the coming. week, while 
our stocks are most complete, and have us reserve 
that most important Christmas gift of all? 

“Tt will be real satisfaction to have you see how 
carefully we have prepared for this occasion at this 
store.” 
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This is an introductory letter that will arouse interest 
and concentrate attention on your store as having a large 
selection of Christmas gifts. This should be followed up 
with additional letters. Be sure not to make them all 
general in character. 

Use one for women and one for men, listing a great 
number of inexpensive articles, and show the price of 
each article. So much of the Christmas buying is done 
by suggestion that it is the most positive selling appeal. 
It may be considered good judgment to divide the letter 
into two columns, listing under one column gifts costing 
$2.50 to $5, in the other $5 and up. Christmas buying 
is usually segregated within a price range. People have 
a definite sum they expect to spend and seldom exceed this 
amount. When you list gifts at a price you immediately 
attract this group with a definite Christmas buying bud- 
get. 
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Here is a layout for a two or three column newspaper ad. 

You can use it in a single column by adopting a part of the 

layout. When you prepare your copy be sure to give the printer 

an intelligent layout so he can use his best judgment in setting 

the advertisement. This style of ad appeals to many and 
features numerous items. 

















All Signs Point to 


Better Business 


ITH the election over and 

other elements of uncertainty 
settled, American business has begun 
to progress on solid and more stable 
lines than our merchants and manu- 
facturers have enjoyed for a long 
time past. The tendency of busi- 
ness is now upward, unemployment 
is decreasing, and the business world, 
especially the retailer, can look to the 
future hopefully once again. Christ- 
mas clubs this year will release nearly 
$450,000,000 to the buyers of the 
country which should prove no in- 
considerable factor in advancing re- 
tail sales generally, even beyond the 
normal upturn, while the feeling of 
hopefulness throughout the country 
is breaking down buying resistance 
in a way that should have a marked 
effect before the holiday season is 
over. 

That the jewelry trade has begun 
to feel this was manifested strongly 
in the past fortnight; in some places 
more than others, but to some degree 
in every section of the country. The 
survey by R. G. Dun & Co., showing 
gradual improvement in our indus- 
try, mentioned in another column, 
should convince even our pessimists 
that, hard hit as the jewelry industry 
has been, it has weathered the storm 
and is now upon the upgrade. A 
survey just completed by 
JEWELERS’ CIRCULAR, covering con- 
dition of jewelers in 40 States of the 
Union, shows that stocks are abnor- 
mally low, but that greater effort 
than ever will be made by our lead- 
ing retailers to capture the Christmas 
gift trade in articles of all price 
ranges. 

Altogether an analysis of the vari- 
ous factors underlying our business 
conditions today are more satisfactory 
from the jewelry standpoint than they 
have been for many months and there 
is little doubt that the jeweler who 
knows the needs of his customers and 
will display the proper merchandise 
at the right prices will do a substan- 
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tial Christmas business during the 
coming months. 
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Why Not Register ? 


AX experts and officials of the 

Revenue Department are at a 
loss to understand why retail jewelers 
have been urged by some of their as- 
sociations not to apply for registra- 
tion as a producer. For it is only 
such registered jewelers that can buy 
tax free from an importer or a 
manufacturer, as all certificates which 
they give to avoid the tax must bear 
their registry number. The mere 
fact that a man has not registered 
will not relieve him from full respon- 
sibility for making a return on the 








DOWN TO EARTH 


—André Maurois, the French writer and 
economist, who has spent much time in this 
country studying our people and their ways, 
had this to say in one of his recent articles: 

“Prosperity slows up people’s . thinking.” 

—And it’s true, every word of it. Good 
times makes people fat-headed as well as 
fat-bodied. We get careless and lazy; we 
take altogether too much for granted. Pros- 
perity is like a heavy load which slows up 
our speed and in the end defeats its own 
purpose. Action and reaction. 

—A converse to Mr. Maurois’ thought 
might be expressed thusly: 

“Hard times sharpens men’s wits.” 

—There’s nothing like a good economic 
drubbing to bring man down to his sober 
senses, to put him in good mental and physi- 
cal trim again. 

—And that’s where we are today. 


Os 


President. 











sale of any article he has manufac- 
tured, imported or produced, whether 
or not the material entering into such 
articles has already paid a tax. 

The retailer, wholesaler or manu- 
facturer who does not register will be 
checked up as thoroughly as those 
who do. Failure to register simply 
means that the producer will not be 
able to buy under certificate and, 
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therefore, must pay double taxation 
on the sale of his goods (once to the 
government and once to the manu- 
facturer of the part) unless he js 
able to produce clear evidence of the 
time, place and amount of taxation 
originally paid on the parts he used. 

But why take all this trouble to 
get a credit on taxes already paid, 
when the goods may be had tax free 
by simply registering and buying 
under a certificate? 


ae ee 
Tourists Must Pay the Tax 


HAT the Treasury Department 

has taken seriously the requests 
of the jewelers to collect the jewelry 
tax as well as the duty on items im- 
ported from abroad by _ tourists, 
whether duty paid or brought in 
under the exemption clause, is to be 
found in the letter by Acting Secre- 
tary of the Treasury Ballantine to the 
secretary of the American National 
Retail Jewelers Association _ last 
month. Secretary Ballantine, after 
explaining that Section 622 of the 
Revenue Act provides for a tax on 
the use of a taxable article by the im- 
porter, manufacturer or producer 
thereof, goes on to say: 

“All persons who import for their 
own use articles subject to tax under 
the provisions of Section 605 of the 
Revenue Act of 1932 become subject 
to the tax imposed by that section, 
when the articles are put into use. 
If the use is in the manufacture of 
another taxable article, the tax is im- 
posed on the use or sale of that ar- 
ticle. The tax imposed on use of an 
article under Section 622 is based 
on the price for which such or similar 
articles are sold in the ordinary 
course of trade by manufacturers, 
producers or importers thereof. 

“You are advised that an effort 
will be made by the forces of the 
collectors of internal revenue to col- 
lect all tax due the Government on 
taxable articles which are imported 
by individuals for their own use.” 

The A. N. R. J. A. has sent a 
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copy of this letter to all local and 
State officers, urging them to see that 
the provisions of the law are being 
carried out in their locality 


+ ¢ 4 


The Fight to Repeal the 
Jewelry Tax. 


VIGOROUS fight is to be 

made with the opening of Con- 
gress this month to eliminate from 
the Revenue Law the provisions 
which seek to put the tax burden 
upon a few selected industries and 
particular efforts will be made by the 
Special Committee on Taxation of 
the Jewelry Industry to free the 
jewelry trade from the 10 per cent 
burden that has been placed on its 
manufacturers, importers and pro- 
ducers. 

Fortunately for the industries most 
affected, the present Revenue Law 
has not begun in any way to meet the 
expectations of those who proposed 
it for the purpose of balancing the 
national budget. The revenue from 
the rates in effect, high as they are, 
are so far below the expectations of 
the Treasury Department when the 
bill was drawn as to appear like a joke 
upon the Congress and the adminis- 
tration. In the jewelry trade, the 
revenue collected so far, despite the 
fact that it has proved a great burden 
upon the industry, is hardly 10 per 
cent of the amount counted on. 

We may, therefore, expect our 
Treasury Department and our Con- 
gress when it meets this month to 
look favorably upon a complete new 
plan of taxation. Whether it will 
be in the form of a turnover tax on 
every transaction, a general sales tax 
on consumption and use or an exten- 
sion of the manufacturer’s, pro- 
ducer’s and importer’s tax cannot be 
predicted at this time. If the atti- 
tude of Congress manifest last year 
is to be taken as a criterion, it will 
probably be the same kind of taxation 
now put upon a few industries 
but extended to a large number 
of others with a corresponding re- 
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duction in rate. It is even possible 
that with such a plan, selected indus- 
tries may still have to pay a higher 
rate or the rate in force today. The 
best we can hope for is to be placed 
on a par with all other industries, 
whatever the burden is they may be 
forced to assume. 

The Special Committee on Tax- 
ation of the Jewelry Industry, is 
planning a careful and _ vigorous 
campaign to get for our industry pro- 
visions that will give us a minimum 
burden. In this fight the committee 
may not appear alone on behalf of 
the jewelry trade, but may cooperate 
with those other industries which are 
also seeking relief from special and 
discriminatory taxation. 

If we are to make the most effec- 
tive fight to protect the interests of 
our industry, we must speak as an in- 
dustry through one source or one 
committee. If different branches of 
the trade, or attorneys representing 
different elements, attempt to appear 
before Congress in the interest of 
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particular groups of clients, serious 
harm will be done to all. We, there- 
fore, greatly deplore the attempts be- 
ing made (probably with good inten- 
tion) of different clubs, associations 
and groups in the trade to make a 
fight on the tax on their own hook. 
Many of these well intentioned 
people know little of the needs of 
the industry as a whole, and little or 
nothing of the way of handling such 
a campaign. 

Our advice to all elements is to go 
slowly; get together; determine ex- 
actly the lines on which our fight 
shall be made and what plans will 
produce the greatest good to the 
greatest number for the industry as 
a whole. Then act through one 
committee and if necessary one man. 
If retailers, wholesalers, credit mer- 
chants, manufacturers and diamond 
dealers, as well as different clubs and 
organizations attempt to appear for 
their particular members and adher- 
ents, our cause will be lost before the 
fight is begun. 
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—_— bridge is growing 
more and more popular, and in taking advantage of this 
fact the Selle Jewelry Co., St. Louis, Mo., had dainty 
score pads and bid-o-meters made. Both carry the ad- 
vertising of the company, and since they are given away 
to anyone asking for them they increase store traffic, thus 
building sales. Mr. Selle reports that an average of 
about 100 people a day have been brought into the store 
in this way. 


dd 

| we sell a trophy, 
or a series of cups,” said G. W. Hazlett, advertising 
manager for the A. Y. Boswell Co., Tulsa, Okla., “these 
articles are displayed in the window on the main floor, 
with a card stating by whom and for what event they 
are being given. This is the best method of advertising, 
as seeing them displayed so frequently they instinctively 
think of Boswell’s when in the market for such items. 
Newspaper advertising does little good, except in an in- 
stitutional way, as unless definitely in the market for a 
trophy nobody is interested in buying one. 

“One way in which we have gained the good will— 
particularly of the recipients of a trophy—is to suggest 
to the committee, in many cases, that they purchase some- 
thing practical, something in the way of silver that can 
be actually used, such as a meat platter, a coffee set, a 
tea service or, in the case of smaller events, a piece of 
hollow ware or a case of flatware. This suggestion often 
results in the sale of both, the party choosing a cup for 
the major prize and various articles of silver for the 
minor ones. 

“We also do a good business in medals. Each year there 
is given in Oklahoma a State medal for the outstanding 
Oklahoma aviator, and we generally supply these medals. 


These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
State in the Union. 


The presentation takes place at a big banquet, and as the 
medal has been previously shown in our window and 
written up in the papers we receive much valuable pub- 
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licity. As in the case of the trophies, the window displays 
and the prestige gained through long service serve best 
to advertise the medals for us.” 


Fred J. Cooper, 


Philadelphia retail jeweler, has found a very effective 
way to advertise which is reflected in his business. He 
follows one of the best advertising maxims yet devised— 
reach the women. For several years Mr. Cooper, an 
authority on old sterling and jewelry, has been devoting 
considerable of his spare time to lecturing on these topics 
before women’s clubs and civic organizations. Start- 
ing with an invitation to talk on old silver before a 
Philadelphia organization, his address was so appreciated 
that requests began to come in from similar groups. Now 
he has a long waiting list of women’s clubs, not only in 
his own city but all over that section of Pennsylvania 
and in Delaware. “Results so far have been not only 
holding my regular customers but gaining many new 
ones,” said Mr. Cooper. 

“What impressed me most was the number of cus- 
tomers who came in to buy and inform me that they 
had heard my talks some time ago, but had made mental 
or written memos to look me up when they wanted to 
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That Get the Money 


buy anything in the jewelry line. One instance was that 
of a boy whose mother, a clubwoman, heard my lecture 
on diamonds four years ago. When the youngster came 
into some money recently his first thought was a diamond 
gift for his mother, who had told him at the time of 
my talk on these gems. The lad had remembered it, and 
when he was able to buy a nice stone he automatically 
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thought of me. I have had several other instances of 
how sowing the seed of personal advertising like this pays. 

“When it comes to talking on jewelry and especially 
silverware, women are the best of listeners, and subcon- 
sciously they link the speaker with what they would like 
to buy. Result, my name is more or less constantly in 
their minds, and when the time comes when they desire 
to purchase, the natural result is that they think of my 
store first. 

“I have no copyright on this form of personal advertis- 
ing and any jeweler can do it if he will take the time to 
look up on his own line of goods and equip himself to 
talk intelligently. It not only will benefit him but the 
retail jewelry trade in general in making the public, and 
the women especially, more jewelry and silverware con- 
scious.” 


Poses particular attention 
to regular customers is an excellent plan for building 
business. With this in view, M. Bugenstein and _ his 
son Louis, who conduct the Star Jewelry Co., Cedar 
Rapids, Iowa, have been issuing a “Preferred Customer’s 
Discount Bond” and also sending out a carefully pre- 
pared letter with this “bond.” The discount “bond”’ car- 
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ries ten coupons which are numbered. There are two one- 


‘dollar coupons which will be accepted as a dollar in cash 


on purchases of $10 or more. The two-dollar coupon is 
good on purchases of $20 or more, and the two three- 
dollar coupons on $30 or more. Two others are for $5 
good on $50 purchases, one for $10 on $100 purchases, 
and one for $15 on $150 worth of merchandise. The 
face of the “bond” reads as follows: “This bond is issued 
to you in appreciation of the highly satisfactory manner 
in which you met your obligations with us. Good for 
one year from date shown below, and attached coupons 
will be accepted as cash, provided they are presented at 
the time of making a purchase of $10 or more, as shown 
on coupons.” 

The letter sent out with the “bond” advertises the 
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stock and tells the customer that he has established his 
right to the most favorable credit terms that it is possible 
to give. 


A: the bottom 
of all the advertisements of the Wilson Bros. Co., Boston, 
is the by-line, “A Safe Place to Trade.” ‘This is not a 
slogan but one of the cornerstones of this 43-year-old 
jewelry store. Perhaps because they have been located 
all these years in Scollay Square—which is Boston’s 
Bowery—the need of advertising one’s business principles 
is necessary. This by-line is also a well established part 
of the everyday selling experience of each of the store’s 
25 employees. 
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IM TELLING YOU— 


FACT OUTRUNS FICTION 


(PARTICULARLY IN REGARD TO TIMEPIECES) 






THERE HAVE BEEN MANY STRANGE CLOCKS, BuT 
CERTAINLY THE QUEEREST wAS A STATUE, 
THE EYES GAVE YOU THE TIME-~-THE 
HouR IN THE RIGHT EYE AND THE MINUTE 
IN THE LEFT. THAT CLOCK HAD A 
REAL FACE // 











ABOUT THE YEAR 1770 IT BECAME THE 
FASHION AMONG THE DANDIES OF THAT DAY 
TO WEAR Two WATCHES, THE CHAINS AND SEALS 
OF WHICH DANGLED ON EACH SIDE BENEATH 
THEIR EMBROIDERED wAISTCOATS, THE 
WEARING OF TWO WATCHES WAS SOON 
APPROVED AND ADOPTED BY THE LADIES 

Of THAT TIME ANB WAS AGAIN JN 

VOGUE IN THIS COUNTRY IN THE ’90's 






THE DETERMINATION OF ACCURATE 
LONGITUDE BY SHIPS AT SEA WAS MADE 
POSs (BLE BY AN HOROLOGIST, JOHN HARRISON , BORN 1693 AND 
INVENTOR OF THE FIRST SUCCESSFUL MARINE CHRONOMETER, 
ESCAPEMENT. FOR THIS HE WAS FINALLY DECLARED WINNER OF 
THE £20,000 AWARD OFFERED BY THE BRITISH GOVERNMENT 
FOR THE DEVICE THAT WouLd DETERMINE LONGITUDE 
WITHIN HALF A DEGREE . THOUGH HARRISON'S FIRST 
CARONOMETER, WAS TRIED GOT SUCCESSFULLY IN 1735, HE 
HAD TO FIGHT FOR ABOUT Two KORE YEARS (UNTIL HE WAS 
EARLY IN THE (QM CENTURY A WATCH MAKER ABOUT 8&0 YEARS OLD) TO GET FULL RECOGNITION AND 
NAMED ARNOLD OFFERED FOR A SMALL WAGER FULL PAYMENT FOR HIS GREAT DISCOVERY, 

TO ASCEND To THE SUMMIT oF SALIS BURY 
SPIRE , 404 FEET HIGH, AND WHILE THERE 
TAKE To PIECES AND PROPERLY CLEAN A 
WATCH AND BRING IT DOWN IN RUNNING 
CONDITION JN LESS THAN AN Hour. 


HE WON THE WAGER // 





A\coorDinG To THE GENTLEMANS MAGAZINE FOR (820, AN ARTIST 
AT CEMBERG, IN PRUSSIA, ABOUT THAT YEAR CONSTRUCTED A TALKING 
WATCH , WHICH IMITATED THE HUMAN VOICE, AND ANSWERED QUESTIONS 
IN GERMAN AND POLISH, RESIDES EXECUTING MUSICAL AIRS. 


DO YOU KNOW OF ANY UNUSUAL FACTS 
OF INTEREST ABOUT JEWELS And JEWELRY ¢ 


\F so SEND THEM To 


THE JEWELERS’ CIRCULAR, 
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London Diamond I rade Optimistic 


Prices Continue Their Advance, and Sales Grow Steadily in Volume, while Market 
Shows Greatest Scarcity in Many Small Sizes and Qualities. No Reaction Expected. 


Lonvon, Nov. 2.—The optimistic tone that pervaded 
the diamond market a few weeks ago has been followed 
by no reaction of the character prophesied by those people 
with an axe to grind. In every center this side where 
diamonds are bought and sold headway continues to be 
made both as to values and sales volume. ‘The price ad- 
vance was maintained the latter half of October and it 
now seems certain that the rise will be carried still fur- 
ther. . 
Holborn Viaduct is jubilant at the turn of events. A 
partner in a diamond firm which is in close touch with 
activities at the Syndicate offices and at the Dutch and 
Belgian cutting centers said to your correspondent this 
week: 

“The past two weeks has been marked by a continu- 
ation in the advance in prices in both the cutting centers 
of all grades of mélée, smalls (both double-cuts and eight- 
cuts) and sizes up to half carats. We may say that we 
have never seen the market in polished stones so impov- 
erished since the boom days of 1919. As to some parceis 
of rough that have been sold here in London there is the 
added certainty that these goods, when polished, must 
entail a still further rise. 

“It is as though the whole world has suddenly awak- 
ened to the fact that diamonds as a commodity have a 
genuine value, and at the same time discovered that its 
reserves of stocks have dropped to almost vanishing point. 
We see no reason to anticipate that there will be any 
immediate check in the continuation of these present con- 
ditions.” 

The improvement in trade is not confined to diamonds, 
as the reports from metropolitan and provincial jewelers 
indicate. ‘There now appears to be an excellent chance 
of a more satisfactory seasonal turnover in jewelry and 
silverware in general. ‘The recent attack on the pound 
has sent up the price of gold to new levels and the de- 
mand for old gold jewelry and coins has again become 
pronounced. ‘The urge to economize in consumer buying 
is becoming less marked. Publicists and the responsible 
heads of government departments now are advocating a 
loosening of the purse strings. The cry now is to spend 
wisely—not selfishly, but for the benefit of the community 
at large. 

From the jeweler’s point of view this advice is most 
heartening. Most retail jewelry stocks are at a danger- 
ously low level. Prospects of bigger sales volumes are 
encouraging the jewelers to place orders for the various 
new lines being turned out for the yuletide trade, the re- 
sult being evident in the greater activity at manufacturing 
centers such as Birmingham. The demand for fac- 
tory sites in the United Kingdom by foreign firms seeking 
to get around the tariff barriers continues unabated. 
Many American manufacturers are preparing to operate 
from this end in competition with German, Czech, French, 


Dutch and Polish firms. 
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Improvement in the Dutch Diamond Market 


A dispatch received last month from The Hague, Hol- 
land, states: 

“Following the improvement of business on the Stock 
Exchanges, a greater demand has been experienced in 
the diamond market. Business in cut goods has increased, 
resulting in a rise of prices of from 10 to 25 per cent. 
Special demand exists for the larger sizes in several quali- 
ties and mélée in the cheaper lines. In the case of small 
brilliants and eight/eight the sales are more important 
than they were some weeks ago. 

“Although the demand for cut goods for American 
account is still inconsiderable, it is anticipated that, fol- 
lowing the revival of business in the States, American 
buyers will soon appear in the market. 

“Better qualities in mélée and small goods have be- 
come very scarce. If this situation develops further, an 
increased demand for cut goods is anticipated in the 
autumn, with higher prices ruling, particularly as the 
rough diamond market is also becoming very firm and 
prices have advanced in the same ratio as for cut goods. 

“Trade in rough diamonds is very active, even with 
rising prices, and in some cases demand exceeds supply.” 


Venezuelan and Panaman Pearls Being Sold from India 
as “Orientals” 


Tue Hacue, Hoiianp, Nov. 1.—The International 
Bureau of Associations in jewelry and kindred trades has 
just issued a warning to pearl dealers and jewelers every- 
where urging care in the purchase of small pearls up to 
one grain; button pearls up to eight grains of deep -red- 
dish, rosy color, and one to eight-grain necklace pearls, 
based on the following information it has just received: 

“The pearl fisheries in Venezuela and some others in 
Panama, after having been closed for more than a year, 
have now been reopened and considerable supplies of 
pearls from these parts have been placed on the market. 


“We are informed that a great deal of. these are for- 
warded through the intermediary of European dealers to 
Bombay and Calcutta and from there are placed on the 
market as genuine ‘oriental’ pearls at prices that defy 
competition. 


“Tt is, however, known that Venezuelan pearls are in- 
ferior to oriental pearls from the point of view of hard- 
ness and lustre. 

It is recommended, therefore, that, in order to safe- 
guard themselves, buyers should ask for a guarantee as 
to the origin of the pearls. 

Attention is drawn to the fact that distinction be- 
tween Venezuelan and oriental pearls can be determined 
by certain pearl-testing apparatus, as the former can be 
detected by their greater fluorescence. 





STERN BROS. & Co. 


Cutters and Importers of 


DIAMONDS 





2 West 46th Street, New York 


DIAMOND CUTTING WORKS 
68 Hunters Point Ave., Long Island City 


CHICAGO: 31 North State Street 


Amsterdam: 16 Sarphatistraat Antwerp: 48 Rue Simons 
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A highly specialized department maintained for 
re-cutting and repairing of diamonds for the trade. 
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Tax Questions Stull Vex the | rade 


Revenue Bureau Decides Many Points Involving Diamonds, Mountings, Repairs, 


Refunds and Other Matters 


WasuincTon, D. C., Nov. 10.—The taxability of dia- 
monds and mountings when assembled and sold is dis- 
cussed in the following decision of the Bureau of Inter- 
nal Revenue: 

“Where a diamond and mounting were purchased by a 
retail jeweler prior to June 21, 1932, and were sold sep- 
arately on or after such date in the same form in which 
they were purchased, no tax thereon is due under section 
605 of the Revenue Act of 1932. However, if those 
articles were assembled by the retailer, either before or 
after that date, such retailer is deemed to be a manufac- 
turer or producer within the meaning of the law and is 
liable for tax on the price for which the complete as- 
sembly is sold. In the event that the assembly is sold at 
retail, the tax should be computed on the price for which 
the same or similar articles are sold in the ordinary course 
of trade by the manufacturers, producers or importers 
thereof. 

“If a customer brings a diamond to a dealer to be 
mounted and the mounting was manufactured, produced, 
imported or further manufactured by the dealer prior to 
the sale, or was purchased tax free under an exemption 
certificate from the manufacturer, producer or importer 
thereof, the dealer is liable for the tax on the price for 
which the mounting is sold, unless it is sold at retail, in 
which event the tax should be computed on the price for 
which the same or a similar mounting is sold in the ordi- 
nary course of trade by the manufacturer, producer or 
importer. Where a diamond is sold by the dealer which 
was not manufactured, produced, imported, or further 
manufactured by him, or purchased tax free under an ex- 
emption certificate, no tax is due on the sale of such stone 
by him. 

“In the event taxable articles are manufactured, pro- 
duced, or imported by retail jewelers, the tax imposed 
under section 605 of the Revenue Act of 1932 attaches 
when such articles are sold on and after June 21, 1932, 
even though they were manufactured, produced, or im- 
ported prior to such date. If customers bring mountings 
and diamonds to a retailer for the sole purpose of being 
assembled, the assembling of such articles is not a sale by 
the manufacturer, producer, or importer, and no tax will 
be due from the assembler on the amount charged for 
merely assembling the articles. 

“Under section 622 of the Revenue Act of 1932, the 
use of a taxable article is subject to tax in the same man- 
ner as if such article were sold. The assembly of taxable 
articles is deemed to be a manufacturing or producing 
process. Customers who have taxable articles assembled 
by others for their own use are deemed to be manufac- 
turers or producers within the meaning of the law and are 
liable for the tax imposed under section 605 of the Reve- 
nue Act of 1932, based on the price for which the same 
or similar articles are sold in the ordinary course of trade 
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by the manufacturers, producers, or importers thereof. 
Where taxable articles are assembled for customers the 
person who does the assembling should report to the col- 
lector the name and address of such customers, prior to 
the delivery of the articles, together with such informa- 
tion as will show the price for which the same or similar 
articles are sold in the ordinary course of trade by manu- 
facturers, producers, or importers. 

In computing the tax due on the sale of the complete 
articles, credit may be taken for any tax previously paid 
to the manufacturers, producers, or importers of the parts 
so assembled.” 


Amended Regulation as to Refunds and Credits 


WasuincTon, D. C., Nov. 10.—The new Treasury 
decision just handed down in regard to the refunds and 
credits that may be taken under the Revenue Act may 
have a distinct effect upon the jewelry trade both in the 
practices of the trade and the amount of refund our pro- 
ducers and manufacturers may be able to collect. As 
Commissioner Burnet. has now amended the first para- 
graph of Article 71 of Regulation 46 covering the oper- 
ation of the Revenue Act, the manufacturer or producer 
of an article in order to establish a credit for taxes al- 
ready paid by the seller of the parts used and which he 
had paid (as an extra cost of the raw material) must 
produce evidence showing: 

1. The name and address of the persons who paid the 
tax. 2. Thedate of payment. 3. The amount of the tax. 
4. The fact that the article was used as part of the article 
reported for further taxation, just the same as in the 
application for a refund. 

If it is impossible to furnish such evidence at the time 
that the credit is taken, a statement to this effect must be 
filed with the tax return and the evidence supporting 
the credit must be filed with the collector within 30 days 
within the filing of this return. If not filed within that 


' period, the amount of the credit will be disallowed and 


assessment of the tax made on the bill for the current 
month. 


Commissioner Burnet’s ruling, which was approved 
Nov. 4, is in the form of a letter to the Collectors of In- 
ternal Revenue just sent out and reads as follows: 


Art. 71. Credits and Refunds. A credit against tax 
under Title IV or a refund may be allowed or made to a 
manufacturer in the amount of any tax under Title IV 
which has been paid by any person with respect to the sale 
of any article (other than a tire or inner tube) purchased 
and used by such manufacturer as material in the manu- 
facture or production of, or as a component part of, an 
article with respect to which tax under Title IV has been 
paid, or which has been sold free of tax by virtue of 
section 620, relating to sales for further manufacture. (See 
Art. 7.) The claim for refund must be supported by evi- 
dence showing (1) the name and address of the person 


























DON’T WORRY! 





EASE THE BURDEN 
of 


THE NEW 10% TAX 


National Jewelers Mutual Dividends 
Have Cut the Cost of Insurance 


40% 


More expense is heaped upon the 
shoulders of the Jewelers under the 
new government taxes. But you can 
offset much of this increased cost of 
operation with a large saving by insur- 
ing your Building, Stock and Fixtures, 
and Home in the National Jewelers 
Mutual Fire Insurance Company. 


National Jewelers Mutual dividends 
have saved policyholders 40% in insur- 
ance costs since 1923. And the Na- 
tional Jewelers Mutual has an uninter- 
rupted nineteen-year dividend paying 
record. 


We have special information for you— 
Write for it today, addressing all mail 
to the Neenah, Wisconsin, Office. 


National Jewelers Mutual 


Fire Insurance Company 


Neenah, Wis. Milwaukee, Wis. 
State Bank Bldg. 954 No. Third St. 
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IN 


A NEW AND UNUSUAL LINE 











OF MOUNTINGS AND WEDDING RINGS | 





We are offering a distinctive new line of 


Ladies’ Mountings and Wedding Rings 


of modern design. 


The Blancard emphasis has always been 
placed upon quality ... our high quality 
standards have been strictly maintained 
for the past 34 of a century, and are 
recognized by the trade as their guaran- 


tee of superb value. 


Lohengrin Rings 


BLANCARD & CO., Ine. 


MANUFACTURERS OF 
WEDDING RINGS—RING MOUNTINGS 
136 WEST 52nd STREET 
NEW YORK 
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who paid to the United States the tax for which refund is 
claimed, (2) the date of payment, (3) the amount of such 
tax, and (4) the fact that the article was so used. A 
wr must be supported by evidence of the same char- 
acter. If it is impossible to furnish such evidence at the 
time when the credit is taken, a statement to that effect 
must be submitted with the return in which the credit is 
taken. The evidence supporting such credit must be filed 
with the collector within thirty days after the date on 
which the return is filed. If the required evidence is not 
so filed within that period, the amount of the credit will be 
disallowed and assessment of the tax resulting from the 
disallowance will be made on the current assessment list. 

The importance of this to the jewelry trade lies in the 
fact that many retailers and even wholesalers and manu- 
facturers who have produced jewelry both from diamonds 
and mountings (which have already paid a tax to the 
government) find it sometimes hard to prove by whom 
such a tax was paid, the date of payment and in some 
cases, even the amount of the tax, where the gem or 
mounting has passed through more than two or more 
hands. 

The jeweler who assembles such goods must, of course, 
return the article for taxation when sold and must pay a 
tax based on its price in the manufacturing or wholesale 
market. The idea of the law was to prevent double tax- 
ation by permitting such a producer or manufacturer to 
take a credit or get a refund for the amount of tax al- 
ready paid upon the parts used as material. The jeweler 
who buys tax-paid goods from anybody but the manufac- 
turer or importer who has paid such tax is in no position 
to ask for such credit or refund. Jewelers who buy 
from the original manufacturers or importers of the ar- 
ticles used as material cannot take credit for taxes already 


paid unless they can trace the parts used back to the 
original manufacturer or importer and identify the time 
in which the tax was made. 

Retailers, wholesalers or other manufacturers who buy 
under certificate from manufacturers or importers the 
material they assemble are in no way troubled by the rul- 
ing, because they have paid no tax on their material and 
will pay none until the article is finally sold in the com- 
pleted form. 


Dealers in Watches Must Keep Elaborate Records to 
Comply With Tax Law 


WasuHinctTon, D. C.—Every watch dealer, manufac- 
turer, wholesaler or retailer must keep exact, accurate 
and elaborate records of taxable transactions, the Bureau 
of Internal Revenue has ruled. In this connection the 
Bureau states: 

“Article 69 of Regulations 46, Revenue Act of 1932, 
provides that every person required to file a return and 
pay tax on the sale or use of an article shall keep on file 
at his principal place of business, or at some other con- 
venient or safe location, accurate records and accounts 
of all taxable transactions. The records must be of such 
a character as will enable investigating officers to identify 
each taxable article in stock. 

“For example, records kept by a dealer in watches must 
show the watch movement numbers, the case numbers, 
the name or names of the manufacturers, producers, or 
importers from whom such articles were purchased, and 
whether they were purchased separately or as complete 
watches. In the event such articles were purchased sep- 








First choice of the seeker 
after the unusual—the 
distinctive— 


THE STAR SAPPHIRE 
a gem of rare beauty. 


We have a 
choice selection 
of the finest— 
set in rings for 
men and wo- 


men; also in 
cuff links — 
priced in keep- 
ing with the 
times. 





608 Fifth Ave. 











Let us submit them for your approval 


JEROME RICHHEIMER 





Emerald Cut 
and Marquise 
Diamonds 


Emeralds 
Rubies 
Cat’s-Eyes 





Pearls 


A large stock of Precious 
Stones always on hand 
prepared at- any time to 
cooperate with you on 
whatever calls you may 
have. 


New York 
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MANUFACTURING JEWELERS 


AND IMPORTERS 


72-74 East Kinney St. 
NEWARK, N. J. 


DURAND & Co. 


oF Precious STONES 








VANITIES | 


LOOSE POWDER 





SILVER 
SILVER AND ENAMEL 


IN A VARIETY OF PATTERNS 
TO RETAIL FROM $12.00 TO $30.00 


a 





ACTUAL SIZE 24% x1% 


CARTER, GOUGH & CO, 


PARK and MULBERRY STREETS 
NEWARK, N. J. 
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Daniel Leker 


MANUFACTURING JEWELER 
FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


AND SPECIAL ORDER WORK. 











SEED PEARL JEWELRY 
SPECIALIZING IN REMODELING 








CANDO 


SILVER 





POLISH 


6 years young... and_ still 
setting the sales pace in 

leading jewelry stores where QUAL- 

ITY is of paramount importance. 

Write for samples—or order from 

your jobber. 

THE CANDO CORPORATION 


Established (865 
Cambridge - - Massachusetts 
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A Notice of Importance to 


Manufacturers —Wholesalers — Importers 
Doing a MEMORANDUM Business 


THE ANNUAL SUBSCRIPTION FOR SERVICE OF 
THE JEWELERS’ MEMORANDUM BUREAU IS $10 


Subscribers will receive free a memorandum book based on an 
opinion of the Court of Appeals of the State of New York. 


THE 
JEWELERS’ MEMORANDUM BUREAU 


535 FIFTH AVENUE NEW YORK CITY 























LEARN ENGRAVING 


Learn how to lay out attractive monograms and 
how to engrave them, how to do celluloid en- 
graving and filling in engraving. Wm. Kassel’s 
“Short Course in Engraving for Jewelers” tells 
you how. 

It also gives full instructions for Making Wax 
Colors, “Tinting,” Raised Gold and Silver Let- 
ters on Celluloid, The Care and Sharpening of 
Gravers, etc., etc. Interesting, instructive, illus- 
trated. Order a copy of this vaiuable booklet 
today. Send fifty cents to— 


THE JEWELERS’ CIRCULAR 
239 West 39th Street New York, N. Y. 
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arately the records must also show whether they were 
purchased tax-paid or tax-free under an exemption cer- 
tificate from the manufacturers, producers or importers. 

“Records pertaining to parts for watches or clocks 
must show whether the parts were purchased tax-free 
under an exemption certificate or purchased tax-paid, as 
well as the name or names of the manufacturers, pro- 
ducers or importers from whom they were purchased.” 





Tourists Must Pay Tax on Jewelry Imported 


WasHINGTON, D. C., Nov. 2.—The application of 
section 622 of the Revenue Act is settled in a recent 
letter to Chas. T. Evans, secretary of the A. N. R. J. A., 
by Acting Secretary of the Treasury A. A. Ballantine, 
which reads: 

“T have your letter of October 12, 1932, requesting in- 
formation relative to the tax imposed under section 605, 
Revenue Act of 1932. 

“You call attention to the number of articles of jewelry 
and diamonds which are purchased by individuals abroad, 
on which no tax is paid to the Government when they are 
brought into this country, and request that this situation 
be remedied in order to protect the jewelers who are re- 
quired to pay the tax imposed under section 605, Revenue 
Act of 1932. 

“Section 622, Revenue Act of 1932, provides that if 
any person manufactures, produces, or imports an article 
taxable under Title IV of that Act, and uses it for any 
purpose other than the manufacture of another taxable 
article, he shall be liable for tax on the use of the article 
in the same manner as if it were sold by him. 

“All persons who import for their own use articles sub- 
ject to tax under the provisions of section 605 of the 
Revenue Act of 1932 become subject to the tax imposed 
by that section, when the articles are put into use. If 
the use is in the manufacture of another taxable article, 
the tax is imposed on the use or sale of that article. The 
tax imposed on use of an article under section 622 is based 
on the price for which such or similar articles are sold in 
the ordinary course of trade by manufacturers, producers, 
or importers thereof. 

“You are advised that an effort will be made by the 
forces of the collectors of internal revenue to collect all 
tax due the Government on taxable articles which are im- 
ported by individuals for their own use.” 


When Vanity Cases Are Not to Be Considered 
as Containers of Cosmetics 


WasHincTon, D. C., Nov. 4.—The question of the 
taxability of cigarette cases and vanity cases as containers 
of cosmetics has been put up to the Bureau of Internal 
Revenue, which has the following to say: 

“The mere fact that a small quantity of cosmetics of 
negligible value is placed in a valuable case does not 
warrant the conclusion that the latter is a container 
within the meaning of section 619. The only real con- 
sideration for the price paid is the value of the case and 
not the comparatively negligible value of the cosmetic 
which is included to display or set off the case. There- 
fore, such cases are not containers for the cosmetics within 
the meaning of section 619. 

“A person who purchases cosmetics and places them 
in such cases is not deemed to be a manufacturer or pro- 
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line of Star Sap- 
phires and Star 
Rubies in Rings, Cuff- 
Links and Dress Sets. 


PARAMOUNT TO ALL PRECIOUS STONES 


LOUIS N. MARX 


551 FIFTH AVENUE, NEW YORK 


TEL. MURRAY HILL 2-8838 




















ELGIN AMERICAN 


OFFERS SUGGESTIONS 
TO HELP YOU REMEMBER 


THE FORGOTTEN MAN AND WOMAN 


WITH GIFT ITEMS 
DESIGNED ESPECIALLY FOR THE 
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ENAMELED 
COMPACTS 
VANITIES 
CIGARETTE CASES 
DRESSER AND MILITARY SETS 


QUALITY MERCHANDISE 
AT 
LOW PRICES 


ELGIN AMERICAN 


MANUFACTURING COMPANY 


ELGIN, ILLINOIS 


CHICAGO 
35 E. Wacker Drive 


NEW YORK 
20 West 47th St. 
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ducer of cosmetics. The tax under section 603 is im- 
posed upon the sale of the cosmetics to him by the manu- 
facturer and not upon the sale of the assembly by him. 
A person who manufacturers cosmetics and places them 
in such cases for sale should compute a tax on the price 
of the cosmetics alone and bill the same to the purchaser 
as a separate item. 

“However, if the cosmetic inserted in a compact, vanity 
case or similar container is substantial in amount and the 
fair manufacturers’ selling price of a like amount of cos- 
metic bears a substantial relation to the sale price of the 
completed assembly the principal article sold is the cos- 
metic, and the tax under section 603 of the Revenue Act 
of 1932 applies to the total amount for which both the 
cosmetic and the container are sold. 

“It should be borne in mind that if vanity cases or 
cigarette cases such as those referred to hereinbefore are 
made of, or ornamented, mounted or fitted with precious 
metals or imitations thereof or ivory, they may be subject 
to the tax on jewelry, etc., imposed by section 605 of the 
Revenue Act of 1932.” 


College Emblems and Silver Plated Jewelry Held Taxable 


WasuHincTon, D. C., Nov. 14.—The Commissioner 
of Internal Revenue has issued the following statement 
in connection with the taxability of emblems for colleges, 
schools and clubs: 

“It is held that college, school, club, fraternity, sorority 
and hospital pins, rings, buttons, charms, emblems and 
guards, and athletic awards in the form of pins, buttons, 
metals and charms, when made of, ornamented, mounted 





or fitted with precious metals or imitations thereof, or 
ivory are taxable as jewelry, under section 605 of the 
Revenue Act of 1932, when sold by the manufacturer, 
producer or importer for $3 or more. 

“Trophies and cups are not taxable under section 605 
unless made of or ornamented, mounted or fitted with 
precious metals (except silver plated ware) or imitations 
thereof, or ivory. 

“Although section 605 specifically exempts from tax 
silver plated ware, yet this exemption does not apply to 
silver plated articles commonly or commercially known 
as jewelry, whether real or imitation.” 


Reward for Lost Necklace 

Jewelers throughout the country will be interested in 
the offering of a reward of $5,000 for the recovery of a 
pearl necklace recently lost between Sewickley, Ambridge, 
Clinton and Pittsburgh, Pa. As told in another column, 
the necklace consists of 75 graduated pearls having an 
approximate total weight of 349.80 grains and jewelers 
who may hear of such a necklace having come into their 
community would do well to communicate with the two 
firms mentioned in the announcement, on another page. 


Lecture on Old Silver Dec. 4 
On Sunday, Dec. 4, George E. Ball will give the Arthur 
Gillender lecture at The Metropolitan Museum of Art, 
New York, speaking on “Silver Since the 16th Century,” 
illustrated with special lantern slides and a selected group 
of examples. The address, which is public, will be in the 
lecture hall at 4 P. M. | 
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AN ANNOUNCEMENT ™ 


Because of the many false rumors circulating through the trade, William 
Scheer, Inc., makes this definite announcement to the trade. 


William Scheer, Inc., continues as an independent concern and is not affiliated 
with or owned by Black, Starr & Frost-Gorham, Inc., or by any other corpo- 
ration. Its only connection with Black, Starr & Frost-Gorham, Inc. is that 
its factory is located in the building of Black, Starr & Frost-Gorham, Inc., at 
48th Street and Fifth Avenue, New York and that William Scheer, Inc. is 


merely a tenant. 


William Scheer, Inc., offices will remain at their former location, 7 West 45th 


Street, New York, N. Y. 


WILLIAM 


SCHEER, 


7-11 WEST FORTY-FIFTH STREET, 


INC. 


NEW YORK 
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A Golden Opportunit 





Ostensorium for the Church of St. Francis of Assisi 


HAT American goldsmiths rank high in the manufac- 
A ture of ecclesiastical pieces has been proved by the 
many beautiful works that have been illustrated in THE 
JEWELERS’ CIRCULAR over the past thirty years. One 
of the latest examples of this kind is the magnificent osten- 
sorium for the Church of St. Francis of Assisi of New 
York, of which an illustration appears herewith. 

The work, which stands 25 inches high, is from a design 
by the Feeley Co. The work was entrusted to Gustav 
Manz.. It is composed of about 1920 dwt. of 14K 
gold and in addition to the 100 diamonds set in plati- 
num contains some other gems, such at tourmalines and 
garnets, as well as enamel design and richly hand-chased 
ornamental work. 

Both jewels and gold came as votive offerings from the 
parishioners of St. Francis of Assisi, these people bring- 
ing quantities of old jewelry from their homes. All this 
material was turned over to the Feeley Co. by the 
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in Every 
Community 











In the making of ecclesiastical gold and silverware 
and particularly altar pieces, retail jewelers have an 
excellent opportunity to bring out the old and un- 
used precious metals hoarded within their various 
parishes; for many people who would not take the 
trouble to round up their old jewelry for the purpose 
of selling it or who might be reluctant to part with 
unused pieces purely to get the cash value will be 
glad to donate such jewels for the benefit of their 
churches, either to be turned into decorative pieces 
or to swell the funds of their church treasury. 

Retailers can help their churches, themselves and 
their industry by lending cooperation to all move- 
ments in their communities to collect old jewelry 
for church purposes. 














A mass of old gold ready for melting 


church and the work on making the pieces was assigned 
to Mr. Manz, who has earned more than a local reputa- 
tion for superior craftsmanship of this kind. 

Mr. Manz, after removing the gems, took all the 
jewelry to the office of Handy & Harman to have the 
gold refined, converting it into 14K metal. Usually 
work of this kind is made in 18K, but Mr. Manz elected 
to assume the burden of working in the harder metal. 

The completed work is a masterpiece of the goldsmith’s 
craft and its artistic conception and beautiful execution 
has brought congratulations to the makers from many 
quarters. It was a labor of love on the part of Mr. Manz 
and is considered his crowning triumph as well as a 
brilliant fulfillment of his highest ambitions. Rarely in- 
deed has any one man been permitted to design and 
execute an entire piece of that magnitude, involving as it 
does almost every phase of the jeweler’s art. Both while 
working in the old country and here, the artist had made 
parts of ostensoria and had often dreamed of making a 
complete masterpiece, which he has now done. 
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Feading Beale 


Precious METALS 
foremost 


REFINING, loo 


In times like these every business man is giving more serious 
thought to the ability of those who render him service and to 
the credit responsibility of those with whom he does business. 
Therefore, it is significant that we have added a surprisingly 
large number of new refining accounts this past year. 


It doesn’t matter whether it’s a carload of sweeps or a small 
lot of old jewelry scrap, your material will have the capable 
handling and facilities that have served the largest jewelry 
manufacturers and silversmiths for many years. 


HANDY & HARMAN 














Y, Since 1867 
Y, BRIDGEPORT, CONN. 
7 Service Plants: 
Fulton & Gold Sts. 425 Richmond St. 
New York City Providence, R. I. 
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Retail Jewelers Should Register as “Producers” 
Suggestions That They Refuse to Do So Based on Lack of Knowledge, Says 


Correspondent Who Points Out Why Failure to Register May 


Cause Unnecessary Trouble and Loss 


New York, Nov. 11, 1932. 
Editor THE JEWELERS’ CIRCULAR: 

The suggestion that has come to retail jewelers from various 
sources that they do not register as producers, but buy their 
diamonds and mountings from manufacturers who pay the tax 
on the same, seems to me not only ill advised, but one that may 
cause many of our retailers needless trouble and useless ex- 
pense. The suggestion has come in most instances from two 
sources, (1) from lawyers and accountants who do not under- 
stand the conditions of the jewelry trade, and (2) from jewelers 
and association officials who do not understand the meaning, 
purport and scope of the tax law. 

The fact that a jeweler does not register will not exempt 
him from paying the tax on any article of merchandise he 
manufactures, imports or produces. The tax is mot a manu- 
facturer’s tax, as some people think, but a tax on the manufac- 
turer, importer and producer, and a man is not exempt from 
payment because he is a retailer, any more than he is exempt 
because he happens to be a Mason or an Elk. Many of our re- 
tailers are manufacturers, many of them are large importers 
and most of them are producers; the law was specifically de- 
signed to tax such people irrespective of any other character 
of the business which they conduct. 

Now, to avoid double taxation, Congress provided that the 
producer could purchase from an importer or manufacturer an 
article tax free under a certificate and then he would be liable 
for the tax on his completed article only when it is sold. But to 
obtain the right to give a certificate, he must register with his 
collector and get a registry number which all certificates must 
bear. If he does not register, he cannot buy his material tax 
free 

What retail jewelers do not seem to understand is that 
whether or not they have bought their diamonds and their 
mountings from manufacturers who have already paid a tax 
(and thereby have paid an additional price because of this 
tax) they must nevertheless make a return on the sale of all 
articles in which such goods are used and pay a tax on the 
wholesale price of such articles. Whenever the tax has already 
been paid on the diamond or mounting by the manufacturer or 
importer, the retail jeweler using this material is entitled to a 
refund or credit to the amount of such tax already paid, pro- 
vided he has reimbused the manufacturer or importer therefor. 

But to get a refund he must comply with Article 71 of Regu- 
lations 46, which provides: “A claim for refund must be sup- 
ported by evidence showing (1) the name and address of the 
person who paid to the United States the tax for which refund 
is claimed, (2) the date of payment, (3) the amount of such tax 
paid, (4) the fact that the article was so used.” 

Now, according to the ruling made Nov. 4 by Commissioner 
Burnet, this section now provides that a credit must be sup- 
ported by evidence of the same character, and the regulations 
now go on to say: 


“If it is impossible to furnish such evidence at the time 
when the credit is taken, a statement to that effect must be 
submitted with the return in which the credit is taken. 
The evidence supporting such credit must be filed with the 
collector within thirty days after the rate on which the 
return is filed. If the required evidence is not so filed 
within that period, the amount of the credit will be dis- 
allowed and assessment of the tax resulting from the dis- 
allowance will be made on the current assessment list.” 


Now, it will be easily seen that the retailer-producer may not 
always be able to get the evidence required to obtain this 
credit or get it within the time given to him by the Treasury 
Department, in which case he will have to apply for a refund 
with all the annoyance that this entails. If he has not bought 
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his mountings or his gems directly from the importer thereof, 
but has purchased them through a wholesaler, broker or other 
middleman, it will be impossible to get such refund or credit. 

One can easily visualize the difficulty that the retailer may 
have in some cases to get specific evidence that the mounting 
and the diamond and other precious stones that he may have 
used had paid the tax and particularly the date and the 
amount of the tax that was paid upon each particular item. 
In the same ring-there may be stones that paid no tax and 
others on which thestax was .paid by three, four or five im- 
porters at different times. Therefore, in many cases he will be 
unable to establish his claimfor a refund or credit, though he 
must again pay a tax when the completed article is sold, based 
on its wholesale price.*’ 

Why, therefore, should jewelers he advised to buy tax-paid 
goods when by registering as producers they can buy their 
merchandise tax-free from manufacturer and importer and 
save al] this trouble? 

The jeweler who is a producer will probably have to pay the 
tax even if the present law is changed, as the best we can hope 
for at the present time is the elimination of special taxation 
and the extension of the present provisions to all classes of in- 
dustry, instead of to a few, upon a much lower rate than the 
few now pay. 

The jeweler may be able to get a definition of the law which 
may take the “assembling” of an article in knocked-down con- 
dition out of the definition of producing (though at present this 
is doubtful), but actual production of an article will be covered 
in any so-called manufacturer’s tax that Congress will enact, 
and similar regulations and rulings now in effect on the special 
excise taxes will undoubtedly continue under the new law, what- 
ever it may be. 

No jeweler will jeopardize his status or prejudice his case 
for modified rulings by registering as a producer. If assembled 
goods to which no value has been added are to be tax exempt, 
such goods will be tax exempt for the manufacturer and pro- 
ducer, as well as the retailer who has not registered. 

In the meantime, the retailer who registers and buys under a 
certificate will be free of double taxation, while he who does not 
register will continue to pay double taxes with a very slim 
chance of getting some of it back. 

Hoping the above facts will keep our merchants from making 
a serious mistake, Sincerely, IMPARTIAL. 


Synchronized Time Mechanisms Must Pay Tax as Clocks 


Wasuincton, D. C.—The taxability of synchron- 
ized timing devices is discussed in the following decision 
of the Bureau of Internal Revenue: 


“Advice is requested concerning the taxability, under section 
605 of the Revenue Act of 1932, of electric timing devices. 

“A synchronized system of timing devices is often sold for 
use in public school buildings, colleges and other large build- 
ings. This apparatus consists of a clock, known as a master 
clock, which contains the mechanism of the ordinary clock and, 
in addition, is connected by electric wires with small magnetic 
devices in clock cases, mounted in separate rooms, which re- 
ceive impulses from the master clock and register the time. 
The individual mechanisms in the separate rooms have no 
power of mechanical operation excepf as the electric impulses 
are transmitted to them from the central master clock and 
cannot operate independently of the master clock. 

“As the tax under section 605 of the Revenue Act of 1932 
is imposed on clocks, irrespective of the operating mechanism, 


(Turn to page 43) 

















The Season’s ACE of Novelties! 


IN COLORFULLY ENAMELLED STERLING by GORHAM 


Sets of eight $ 5 complete in case 


T HESE new unique Badges enable the gracious hostess to be sure that all 
guests get their own glass when repeated rounds of drinks are served. 
Gorham’s gay, cleverly contrived clips in red, yellow, blue and black slip 
snugly over the edges of either crystal glasses or silver cups and there is no 
confusion from “drinks being mixed.” Guests at a glance recognize their 
own for all Spades, Hearts, Diamonds, and Clubs bear different colors. 

Here is something new—something to talk about—attractively priced 
and ready to deliver in a smart velvet-lined genuine Morocco presentation 
case. Place them in your windows! Demonstrate them ready for use. 

Vogue magazine, always looking for the newest, smartest productions, 
will feature these Beverage Badges in the editorial columns of their next 
issue. They will also be advertised in The New Yorker. 


The Gorham Company, Providence, R. I. Date... 


QUANTITY 














gift case in matching colors. 
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BEVERAGE BADGES! 











™ 2 Blue and Yellow Sets of BEVERAGE BADGES at $5.00 retail, in a real leather 
ease send me Red and Black 
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Decrease in Jewelry Manufacturing 


Advance Statistics of Census of Manufactures Show Pronounced Drop 
in Production in 1931 Over Figures of 1929 


WasuincTon, D. C., Nov. 18.—The figures that have just 
come out from the Bureau of the Census indicate the very large 
decrease that has occurred in manufacturing the jewelry, jewel- 
ers’ findings, clock, watch and watchcase trades in the two 
years between 1929 and 1931. These figures are taken from 
the Biennial Census of Manufacturers and show that the products 
of the jewelry industry in those two years showed a decrease 
of 52.6 per cent; that of jewelers’ findings and materials, a 
decrease of 41.7 per cent; that covering clocks, watches, move- 
ments, etc., a decrease of 44.9 per cent, and of watchcases, 
72.5 per cent. 

In all except watchcases, the decrease is entirely due to the 
drop in business in the first two years of the depression. The 
slump in the watchcase business, of course, was increased by an 
additional factor, namely, the custom of casing watches by 
watch movement factories which resulted in a number of watch- 
case concerns going out of business entirely. 

The census figures based on a preliminary tabulation of data 
collected by the Census of Manufactures in 1932 showed the 
value of the jewelry produced in 1931 amounted to $67,454,716 
as against $142,433,383 reported in 1929, the last preceding 
census year. The total for 1931 is made up as follows: Solid 
platinum jewelry, $12,971,228; platinum plated, $1,643,554; solid 
gold, $19,092,464; gold filled and rolled gold plated, $3,478,310; 
gold electroplated, $3,058,129; sterling silver, $5,591,665; silver 
plated, $2,137,933 ; other ‘metal: plated, $3,367,216; other jewelry, 
$16,114,217. 

“This industry,” says the report, “as defined for census pur- 
poses, embraces establishments engaged wholly or principally 
in manufacturing articles, chiefly for personal adornment, made 
of gold, silver, platinum, gold filled metal, rolled gold plate, 
brass, bronze, copper, or other metals, either plain, engraved or 
chased, with or without precious or semi-precious stones. Manu- 
facturers whose principal products are unassembled parts of 
jewelry, such as balls, beads, links, pinstems and stock shop 
products (sheet, wire and tubing), were classified at former 
censuses in the jewelry industry but are now assigned to a 
new industry classification, “jewelers’ findings and materials.” 
The 1929 figures given in this report have been revised so as 
to make them comparable with those for 1931. 

“Statistics for 1931, with comparative figures for 1929, are 
given in the following tables. The figures for 1931 are prelim- 


inary and subject to revision. 
SUMMARY FOR THE INDusTRY: 1931 AND 1932 
Per cent of 


1931 *1929 decrease 

Number of establishments...... 1,044 1,436 —27.3 
Wage earners (average for the 

UE. cites coweunnawee ew bres 16,683 25,287 —34.0 

NOMI Wet Ais eon viva anne eo 'eowus $20,171,343 $35,465,362 —43.1 


Cost of materials, containers for 
products, fuel, and purchased 


electric energy .........e00. 28,513,267 66,506,130 —57.1 
Products, total value........... 74,670,997 155,543,590 —52.0 
De OS Pre errr $66,864,107 $140,567,552 —52.4 


Other products, value, and 
receipts for custom and 
WON WUE cic caus ccies 7,806,890 
Value added by manufacture.... 46,157,730 
*Revised. See second paragraph of text. 


14,976,038 : 
89,037,460 —48.2 





Big Drop in Watchcase Manufactures 

WasuincTon, D. C., Nov. 10.—The figures on the watchcase 
industry which show the biggest drop of any product of the 
jewelry trade between the two years, 1929-31, are interesting 
for several reasons, particularly inasmuch as they give sta- 
tistics covering the cases made in solid gold and platinum and 
cases made in gold filled and those of other metals both in 
number and amount. It will be seen also that they show an 
unusual decrease of 30 per cent in the number of establishments 
which partly accounts for the large decrease in the product 
indicated by the census figures just brought out. The release 
issued by the Census Bureau reads: 
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“According to a preliminary tabulation of data collected in 
the Census of Manufactures taken in 1932, the value of watch- 
cases made in the United States in 1931 by establishments en- 
gaged primarily in the manufacture of this class of products 
amounted to $3,166,271 (at f.o.b. factory prices), a decrease of 
72.5 per cent as compared with $11,503,586 reported for 1929, 
the last preceding census year. The items which make up the 
total for 1931 are as follows: Solid platinum, gold or silver 
cases, 78,614, valued at $526,785; gold filled, 666,704, valued at 
$1,426,973; other metals, 414,586, valued at $205,875; number 
and kind not reported, $1,006,638. 

“Statistics for 1931, with comparative figures for 1929, are 
given in the following tables. The figures for 1931 are pre- 
liminary and subject to revision.” 

TasLe 1.—SuMMArRy FOR THE INDUSTRY: 1931 anv 1929 


Per cent of 
decrease 
Number of establishments ........... —30.0 
Wage earners (average for the year). 1,687 3,404 —50.4 
WEEE ccc nad cacncdan cewendwndbetes $1,673,476 $ 4,626,111 —63.8 
Cost of materials, fuel, and purchased 
CINE Sv wateewusexoenae 4,631,225 —73.5 
bo a ee ,954, 13,491,045 —70.7 
WOMEN ac cdearnedcuadeans $3,166,271 $11,503,586 —72.5 
Other products, value, and receipts 
for custom and repair work.... 788,044 1,987,459 —60.3 
Value added by manufacture*........ 2,726,238 8,859,820 —69.2_ 
*Value of products less cost of materials, fuel, and purchased electric 
energy. 


1931 1929 
28 40 


TaBLe 2.—WatcHcAses—PropUcTION, By Kinp, NuMBER AND VALUE: 
1931 anp 1929 
[The figures for 1931 represent production; those for 1929 refer to sales 
(shipments or deliveries) by manufacturers] 
1931 


Number Value Number Value 
Aggregate value..... ...... xh” te $11,503,586 

Solid platinum, gold, or silver: 

eee 15,085 $ 166,054 172,296 $ 1,624,820 

WEOMOINE eccccenvessaws 63,529 360,731 203,693 1,240,221 
Gold-filled: 

MEINE bc cecksdeavesceee 299,005 756,192 1,205,729 3,942,383 

IIE WargSie>. ca xeeues 367,699 670,781 623,226 1,307,953 
Other metals: 

oo a canwkeraceeawe 233,789 96,282 1,075,335 899,213 

WHEE: ccsctvneuacucas 180,797 109,593 476,331 445,348 
Number and kind not re- 

MGM WOE wccccccacee! aundec eo: ee 2,043,648 





Clocks and Watches 


It is unfortunate the census statistics do not separate watches 
and clocks but the figures of both continue to be taken together. 
The release of the Bureau upon the manufacture of these two 
products reads: 

“According to a preliminary tabulation of data collected in 
the Census of Manufactures taken in 1932, the value of clocks, 
watches, movements, materials and parts produced in the United 
States in 1931 by establishments engaged primarily in the man- 
ufacture of these commodities amounted to $41,462,714 (at 
f.o.b. factory prices), a decrease of 44.9 per cent as compared 
with $75,253,904 reported for 1929, the last preceding census 
year. The more important items which contributed to the total 
for 1931 are as follows: Electric and motor wound clocks, 
3,754,019, valued at $12,487,258; alarm clocks, except electric 
and motor wound, 5,680,537, valued at $5,111,068; other clocks 
(1-day, 8-day and automobile), 1,131,227, valued at $2,239,408; 
instruments and devices, complete with clockwork mechanism, 
57,833, valued at $2,461,241; jeweled watches, 857,404, valued 
at $10,253,735; non-jeweled watches, 5,136,869, valued at $,- 
541,430. The production of electric and motor wound clocks 
increased 700 per cent in number and 140 per cent in value as 
compared with 1929. 

This industry, as defined for census purposes, embraces estab- 
lishments engaged primarily in the manufacture of clocks and 
watches, clock and watch movements, clock and watch ma- 
terials and parts (not including watchcases, which are sepa- 
rately classified), and time stamps, watchmen’s clocks, time-re- 
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MANCHESTER’S 


New Fast Selling Patterns 





8B Bu Ba Sa Sa Se AEs Be Bs oe Os Hs fa a Oe Hs ss OS ES HS OS SS aS es ws wes aS a 


Vogue 
Gray finish 


Southern Rose 
Repousse 


Theyre selling! Never before 
have we introduced new pat- 
terns that have struck such a re- 
sponsive chord. Let us pui 
samples before you. Their full 
weight, fine finish and popular 
price will win you. We will 
also send literature showing 9 
other active sterling flatware 
patterns and a long line of ster- 
ling hollowware and novelties. 


ANCHESTER 


SILVER COMPANY 
PROVIDENCE RHODE ISLAND 


























| Sztluersmiths for half a century 





STERLING SILVER 


fiddle thread 


NEw . . . destined to achieve a per- 
manent place among the staples in sterling 
flatware patterns. Its graceful simplicity 
blends softly to individual expression in 
table appointment. Write for your copy of 
an illustrated descriptive brochure today. 














FRANK W. Smit, INc., GARDNER, Mass. 
































Smoker’s Trays 
Large Variety 





No. 2307A 12 Inches Long 


With Removable Partition 


Many Other Inexpensive 
Articles Suitable for 
Christmas Gifts 


CURRIER & ROBY 


217 E. 38th St. 
NEW YORK 
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cording clocks, and other instruments and devices in which 
clockwork mechanisms are used. 

Statistics for 1931, with comparative figures for 1929, are 
given in the following tables. The figures for 1931 are pre- 
liminary and subject to revision. 

SuMMARY FOR THE INDUSTRY: 1931 anp 1929 
Per cent of 


1931 1929 increase (+) or 
: decrease (—) 
Number of establishments...... 72 $i = 41 
Wage earners (average for the 
YOAT) cecrccecerecceceeeeee 16,098 21,450 —25.0 
Wages .ceceessecceeee ececese $15,581,647 $25,750,088 —39.5 
Cost of materials, containers for 
products, fuel, and purchased 
electric energy ....+.eeeeees 12,821,734 21,388,018 —40.1 
Products, total value .......... 45,256,980 77,467,111 —41.6 
Clocks, watches, and parts. $41,462,714 $75,253,904 —44.9 


Other products, value, and 
receipts for custom and 
FENGIE WOK .ccnccccces 

Value added by manufacture... 


3,794,266 


2,213,207 + 
32,435,246 _ 


56,079,093 





Jewelers’ Findings and Materials 


The Census Bureau’s release in regard to the manufacture 
of the above article reads: 

According to a preliminary tabulation of data collected in 
the Census made in the United States in 1931 amounted to 
$12,645,352 (at fo.b. factory prices), a decrease of 41.7 per cent, 
as compared with $21,706,721 reported for 1929, the last pre- 
ceding census year. 

This industry embraces establishments engaged primarily in 
the manufacture of unassembled parts of jewelry, such as balls, 
beads, links, pin-stems, and stock shop products (sheets, wire, 
and tubing). (At prior censuses establishments engaged in 
this line of manufacture were classified in the “Jewelry” in- 
dustry.) 

Statistics for 1931, with comparative figures for 1929, are 
given in the following tables. The figures for 1931 are 
preliminary and subject to revision. 


1931 anp 1929 
Per cent of 


TABLE 1.—SUMMARY FOR THE INDUSTRY: 


1931 1929 decrease 
Number of establishments.......... 99 100 —1.0 
Wage earners (average for the year) 1,899 2,635 —27.9 
WE. Sb cecebcccecbiceieseeesecess $2,343,295 $3,514,448 —33.3 
Cost of materials, containers for 


products, fuel, and purchased elec- 


PR rrr 7,120,906 13,298,487 —46.5 
Products, total value.........cccces 11,975,592 21,843,342 —45.2 
Jewelers’ findings and materials $11,680,148 $20,832,638 —43.9 
Other products, value, and re- 
ceipts for custom work...... 295,444 1,010,704 —70.8 
Value added by manufacture...... 4,854,686 8,544,855 —43.2 


TABLE 2.—JEWELERS’ FINDINGS AND MATERIALS 
PropucTion 1931 anp 1929 
{The figures for 1931 represent production; those for 1929 refer to sales 
(shipments or deliveries) by manufacturers] 
1931 1929 
Jewelers’ findings and materials, made in all 


POURED chcurcuunase conse Keno cwuueces $12,645,352 $21,706,721 
Made in the “Jewelers’ findings and ma- 
gl OS en eee ee $11,680,148 $20,832,638 
Made as secondary products in other in- 
MEE Ccagudes Pe One ance dav ewesacas 965,204 874,083 
ENE, Sle Gs avy cre urae ce eourenerenes ase ise ) ei eed 
Materials other than findings..............- 7,258,176 21,706,721 


Synchronized Time Mechanisms 
(From page 39) 


and as the secondary clocks serve the purpose of indicating the 
time of day in the same manner as any other clocks operated 
by their own mechanisms, it is held that the tax attaches not 
only to the amount charged for the master clocks, but also to 
the amount charged for the secondary clocks. Parts for both 
the primary and the secondary clocks, if sold for more than 
9 cents each, are subject to the tax imposed on clock parts. 
Such parts, however, may be purchased tax free for the fur- 
ther manufacture of taxable clocks under the provisions of 
section 620 of the Revenue Act of 1932, if the manufacturer is 
registered as provided by Treasury Decision 4351. 

“The tax in question does not attach to sales of clocks to 
States or political subdivisions thereof for use in the exercise 
of an essential government function, provided such sales are 
made direct by the manufacturer, producer or importer to a 
State or political subdivision thereof without any intervening 
sale to a dealer or distributor. However, the tax applies to 
all such articles sold to the United States Government.” 
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8 ways to become 


A GOOD MIXER! 








The “What’ll Yer Have” 


BEVERAGE SHAKER 


PATENT PENDING 


Has 18 recipes embossed on its gleaming 
sides. Beautifully fashioned of fine Apollo 
Quality Silver Plate and holds 12 quarts. 
Has large practical inside strainer. A gift to 
rejoice the heart of any amateur bartender. 


Price $51.00 Doz. Net 
BERNARD RICE’S SONS, INC. 


MAKERS OF PLATED WARE OF QUALITY 
325 FIFTH AVENUE 7: ort) NEW YORK 


























What About the Problems of Rent? 





Reports on questionnaire sent to different sections of the country reflect encouraging attitude 
of landlords—Larger part of responses show reductions ranging from 20 to 30 per cent 


The problem of high rents 


is one that requires serious consideration. Serious, be- 
cause it represents that part of overhead generally re- 
garded as a “fixed” charge. Economies may be instituted 
in items such as salaries, but rent, agreed to by contract, 
is not so easily reduced. 

Realizing the importance of this problem, THE JEWEL- 
ERS CIRCULAR, sent out a series of questions to the trade 
for the purpose of presenting to its readers a cross section 
of opinion and fact from jewelers all over the United 
States. Judging from the returns of this questionnaire, 
landlords are not living up to their reputations of being, 
every one of them, hard hearted “Simon Legrees.” 

Of the total number of questionnaires sent out, 18 per 
cent were returned with answers. Of these, 13 per cent 
represented answers from leased stores, the remaining 
five per cent, owned stores. Therefore, the figures used 
in the following analysis represent 13 per cent of the en- 
tire number of questionnaires mailed to the trade. 

All of the leases of the jewelers responding were signed 
during the years 1928 to 1932. They ranged from one 
to 20 year terms, the majority being for five years with 
several for 10 years. 

Of the stores answering the questionnaires, 58 per cent 
indicated that they had attempted to get rent reductions 
from their landlords. Of jewelers so asking, 87 per cent 
were successful in their attempt. This is a rather en- 
couraging indication of the present day attitude of the 
landlord toward the retail merchant. 

Still more encouraging were the percentages of reduc- 
tion. The lowest of all was 8.5 per cent, with a high of 
50 per cent. The larger part of the responses indicated 
reductions of between 20 and 30 per cent. 

A comparison of rent expense in terms of the percentage 
of total sales revealed interesting facts. In 1931 the 
typical rent was about 8 per cent of sales. The low 
figure for that year ranged in the neighborhood of four 
or five per cent. The high mark for 1931 was 15 per 
cent. When these figures are compared with those of 
the present, we find that although in many cases today’s 
amounts represent drastically cut rents, nevertheless, the 
decline in business has made the percentage comparison 
loom larger than ever. The typical percentage of rent 
to total sales at present amounts to about nine per cent, 
while the high exceeds 18 per cent. 

The question asking what argument was offered to the 
landlords to pursuade them to reduce rents was answered 
with phrases such as, “poor business . . . trying to re- 
duce overhead . . . all other lines reduced . . . lack of 
revenue to justify high rent we are paying . . . lowered 
rentals in same block . . . rent a drain all out of propor- 
tion with other overhead items . . . other landlords cut- 
ting rents despite longtime leases . . . jewelry business 
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suffering especially . . . reduction of sales and landlord’s 
taxes . . . reduced sales and inability to cut expenses in 
proportion to sales decline. 

It would seem, judging from the percentage of jewelers 
that gained reductions, that such arguments are more or 
less convincing, even to landlords. 

However, several of the jewelers report that they were 
met with expressions of the nature of “You signed it for 
better or for worse,” or, “I can rent it if you don’t want 
*” 

It was expected that a number of the questionnaires 
would indicate that a fair rental in terms of a percentage 
of sales had been arrived at; however, such was not the 
case. Several jewelers said that they had talked such an 
arrangement over with their landlords but had not come 
to any definite conclusion. 

It was also disclosed that none of those answering the 
questionnaires enjoys any special concessions which might 
save him money in lieu of an actual reduction in rent. 

General comments made by jewelers on the rent situa- 
tion are not particularly optimistic, in spite of the fact 
that many have obtained reductions. One merchant 
claims that his landlord could reduce his rent by 50 per 
cent and still make a “handsome profit.” 


oe or two jewelers 


admit that their present rent is quite satisfactory. Rent- 
ing part of his store to an optician has solved the problem 
for a man with an exceptionally high rent. The fol- 
lowing comment from one jeweler is quite succinct: “If a 
lease is signed by both parties, specifying a certain rental, 
and a definite term of years, the terms of the lease should 
be complied with by both parties.” 

In discussing present high rents and their cause, one 
jeweler lays the burden of responsibility at the door of 
the chain stores, which, he states quite truly, are willing to 
pay dearly for good locations. No doubt this has been a 
contributing factor. 

Summing up, it might be said that retail jewelers 
suffering from high rents are very likely to find that their 
landlords will listen to reason if they present their case 
forcefully, using the figures and reasons indicated in 
this study. 


Concord Silversmiths’ Inc., Concord, N. H., have re- 
cently added several new salesmen. Charles S. Fake will 
cover New York State, S. Mezzapelle has Eastern Penn- 
sylvania, N. R. Hotchkiss the southern territory, Hubert 
A. Wood the Pacific Coast, Curtis W. Peirce New 
England, and Dana H. Adams will continue in charge 
of the New York office, covering New York city, Brook- 
lyn and Newark. 
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Garland Wrist Watches, Wonderful 
Holiday Leaders 





514 Ligne, 15-Jewel, 14k White Gold, 
Curved Back, Silk Ribbon. 





61% Ligne, 15-Jewel, 14k White Gold, 
Satin Finish, Engraved; Silk Ribbon. 





64% Ligne, 15-Jewel, Yellow Gold 
Filled, Satin and Bright Finish, Ox- 
idized Line Effect; Silk Ribbon. 





6% Ligne, 6-Jewel, White Chr. Plated, 
Bright Engraved; Silk Ribbon. 











101%4L, 15-Jewel, 14k white gold filled, 
satin finish. Leather straps. 





10!44L, white chromium plated, satin 
finish, leather straps. 





114%L 7J chromium plated, luminous 
or raised figure dials, leather straps. 





Real Bargains 

An Assortment 

of 12 Watches 
$96.00 Net Cash 


Retail Price $315.00 


Your Return $3.00 
for Every $1.00 Invested 


12 Watches Assorted 


Catalog 
Price Each 


I— 51%6L15J 14k Gold Ribbon.. $36.50 
2— 614%2L 153 14k Gold Ribbon.. 32.00 
2— 614%2L 15J Gold Filled Ribbon 27.00 
2— 6%L 6J Chromium Ribbon. 19.00 


2—10144L 15J Plated Strap ..... 23.00 
I1—10144L 6J Plated Strap ..... 15.00 
2—11L 7J Chromium Strap .. 13.00 


This Assortment 


December Only 
$96.00 Net Cash 


You select as- 
sortment of styles 
from 1933 Blue 
Book or we will 
make selection. 


All Watches 
furnished in At- 
tractive Boxes 
with Resale Price 
Tickets. 


You can’t go 
wrong with these 
Holiday Business 
Stimulators. 


THE BALL COMPANY 


58 E. Washington Street 


Chicago, Illinois 
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Misleading Watch Repair 
Advertising 


A flagrant instance of the deception 
practiced by the unscrupulous cheap 
watch repairer is contained in a report 
reaching the office of the National Jewel. 
ers Publicity Association from Albany, N, 
Y. The usual advertisement appeared in 
the local newspapers: 


“We will clean or put mainsprings 
into any make watch for only $1, by 
skilled experts of Switzerland, Ger- 
many, England and U. S. A.” 


It is claimed that this advertiser has 
not lived up to the statements in his ad- 
vertisement, advertising one price and 
charging another, varying from $2.50 to 
$4, claiming the watches offered for re- 
pair required new parts and other work. 
It is also reported that one watch, en- 
trusted to him for cleaning, has been re- 
turned without even the dial being re- 
moved. Another complaint resulted from 
a charge of $4 being made for a cap 
jewel and cleaning. It was found a piece © 
of steel plate had been substituted for the 
jewel and held in position by cement. 

This and other similar conditions are 
being dealt with by the Publicity Asso- 
ciation. In one city, through the efforts 
of the association, the cheap watch re- 
pair advertising has been modified and 
some of the objectionable features elimi- 
nated. This case is still being followed. 

Each jeweler can do his part in help- 
ing to remedy this condition by reporting 
in detail to the Publicity Association in- 
stances that come to his attention, send- 
ing a clipping of the advertisement, the 
name of the newspaper and the date of 
publication. 


R. Edward Marston 


ALBANY, N. Y.—R. Edward Marston, 
prominent Albany jeweler, died Nov. 2 
at his home, 49 S. Main Ave. He had 
been ill for some time. 

Mr. Marston was born in Birmingham, 
England, but came to America as a boy, 
coming directly to Albany. He was edu- 
cated in the Albany public schools and im- 
mediately after leaving school, entered 
the jewelry business with the firm of 
Isaac Brilleman & Co., located at Hudson 
Ave. and S. Pearl St. He remained with 
that firm until 28 years ago, when it was 
succeeded by the firm of Marston & Sea- 
man, with whom he was connected at the 
time of his death. 

He is survived by his widow, Minnie 
Unger Marston; a son, Howard E. Mars- 
ton, optician, with offices in the Ten Eyck 
Hotel ; two daughters, Mrs. Louis F. Hart- 
man and Mrs. John J. Nolan, and five 
grandchildren. 


Robert Trautz 


Robert Trautz, 83, retired jeweler, died 
Nov. 5 at the home of his daughter, Mrs. 
Charles Manee, of Cedar Grove, N. J. 
Mr. Trautz’s death followed a long ill- 
ness. 
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A weekly inspection and a quarterly 
check-up important, says this Bos- 
ton jeweler. 


Watching the Watch Stock 


An Accurate Record 


one Secret of a Successtul Department 


a4 
Perhaps one secret 
of a successful watch department lies in having a com- 
plete assortment of all standard makes, all fitted, tested 
and regulated, ready for immediate use.”’ 

So said an official of the E. B. Horn Co. This firm 
of Boston jewelers has been in one store, right in the 
heart of the retail center for the past 55 years. It is cred- 
ited with doing a very fine, profitable watch business. 

Complete stock, to this expert, means an average of 
850 watches all ready to be worn. A reserve of nearly an 
equal size completes the entire watch stock, yet in all this 
lot there are not twenty-five watches two years old. 

The mode of keeping track of the stock is quite in- 
teresting. Before a watch is put in stock, it is listed in 
a loose-leaf book. The heading of a page is shown. 

First the watch is given a consecutive identification 
number. This number is not only listed in the record 
book, but it is engraved on the watch, and written on 
the price tag. The watch henceforth is known by this 
number. No explanation is needed of the headings of 
the sheet. 

If*the need of any information relative to this watch 
should be called for at any time, this record furnishes a 
complete history. “These consecutive numbers run up to 
99,999, then start over again. One apparent advantage 
is that the numbers make it very easy to spot the old stock. 
By putting all the low numbered watches in one tray, 
lets the salesman concentrate on them. 

At least once in three months the stock is checked with 
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the records, so as to be sure that no shortage exists. Re- 
viewing the stock regularly also tends to keep it fresh. 

It is well known that a proper turnover cannot be had 
if a stock is weighed down by an accumulation of old 
goods. The trouble is with the ease with which old goods 
get side-tracked and forgotten. When an article reaches 
old-age, it is almost impossible to dispose of it. 

A weekly inspection of the stock, and a quarterly check- 
up is a great aid in maintaining an accurate, balanced 
stock. Furthermore, the need of having all the merchan- 
dise in first-class condition at all times is of prime im- 
portance. People are not buying old merchandise— 
neither are they interested in even looking at scratched 
or shop worn goods. 


A watch stock 


that is approximately 65 per cent women’s, 30 per cent 
men’s wrist and 5 per cent men’s pocket, seems about the 
right proportion. About two hunting case watches are 
carried for the chance country customer. By specializ- 
ing on eight well-known makes, the watch stock is turned 
over two and one-half times a year. This is figured by 
the watch, and not on a dollar basis, so is accurate. 

It is found that the present policy of the watch man- 
ufacturers in boxing their product in packages which bear 
the retail price is a decided help in standardizing prices. 
Even at that, it has been the policy of this firm for over 
half a century to mark the retail price of every article 
on sale in plain figures. 











-HOW TO MAKE 


As Told to 
JEROME POWER 


by 


GEORGE CHATTERTON 
Manager of the Watch Department 


C. D. Peacock, Inc., Chicago 


























people. We know from experience that the young 
people, those home from college and others, buy in De- 
cember. ‘This is the month to go after them. We know 
that the average young man wants a long, slender, curved 
strap watch. In this window which we contemplate we 
will not show more than four or five pocket watches. We 
know that the average young woman wants a baguette 
watch, usually with a few diamonds. Both wishes to pay 
































GEORGE CHATTERTON 


l stood at one 
of the watch counters in the store of C. D. Peacock, Inc., 
at the northwest corner of the new Palmer House block, 
State and Monroe Streets, Chicago, for a while and 
listened to George Chatterton in action. He did not see 
me, as he was all concentration in seeking to interest a 
stern-looking dowager in a diamond watch. The lady 
was having trouble in making up her mind. Mr. Chat- 
terton watched her closely with his level blue eyes. I 
knew then that he would sell her the watch, and he did, 
with an ease which distinguishes all high-class professionals 
in the performance of their specialty. 

He then came over to me. I simply said: 

“Tell me how you do it! The readers of THE 
JEWELERS’ CIRCULAR would like to know.” 

“How to make it a Watch Christmas?” he asked, 
when I had explained. ‘Well, it can be done. We ex- 
pect to do it here. We have already started. We put 
in our first Christmas window of watches last Friday. 
With this first window, as nearly as possible, we try to 
interest everybody. The watches are in their factory 
boxes, and range in price from $15 to $100. We show 
as many types and styles as space and good display rules 
will permit. We aim for a wide price range and a wide 
appeal as well. 

“Then about Dec. 1 we will put in an entire window of 
designs, styles and prices intended to interest young Watch section in the C. D. Peacock store. 
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"A WATCH CHRISTMAS" 





Attractive watch display in the large window at the Peacock store designed to interest maximum number of shoppers. 


from $25 to $75. In the window where we display our 
extremely fine diamonds we will show ten diamond 
watches ranging in price from $300 to $1,500. In other 
years we have started our Christmas newspaper advertis- 
ing on Nov. 15, but this year, on account of election ex- 
citement, we will not start until Dec. 1. Our campaign, 
from that time until Christmas, will be full and intensive 
in character. ‘The bulk of the Christmas shopping is 
done from Dec. 8 until Dec. 22. 

“I wish to say that in spite of the depression this year 
of 1932 has been bigger than any other three years in our 
history in the sale of diamond watches. We _ have 
learned that the money to buy expensive watches is avail- 
able, if you offer them quality at a price. At least one- 
half of the diamond watches we have sold went to people 
who did not come into the store to buy a watch at all. 
We talked quality at all times. The values we showed 
included the very finest movements manufactured, with 
the highest quality of diamonds and workmanship on the 
cases. 

“Let me say a word here about our buying policy this 
year.When we were offered merchandise we were not in- 
terested at any figure if the goods did not come up to the 
Peacock standard of quality. If they did, however, we 
simply added our usual mark-up, and passed the advan- 
tage of-our good bargain along to the customer. “Thus 
we were repeatedly able to offer astonishing values at 
prices which seemed low. ‘The result is now apparent in 
our flattering sales record. ‘The customer soon under- 
stands and appreciates such a policy. 

“We strive at all times to sell the highest priced watch 
a customer can afford, as this is the cheapest watch for 
him to own in the long run. We conduct our watch 
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“In selling watches, use the argument of prestige, 
reliability and stability of your store rather than the 
name or make of any particular watch. You must 
build up the confidence of the customer in your 
store. In business since 1837, this has been the 
policy of C. D. Peacock in Chicago, and we have 
sold watches, in both good times and bad, for 96 
years,” says Mr. Chatterton. 











department after the principle of the General Motors 
Co. in selling automobiles. We impress strongly upon 
our customers that what they are buying is a time ma- 
chine, not a piece of jewelry. At all times the personal 
talk is on movements. We find it hard to raise a cus- 
tomer from $50 to $100 merely by harping on the name 
of the watch. The public’s knowledge of the various 
makes of watches is somewhat vague and hazy, although 
watches have been made for several centuries longer than 
automobiles. Just the same, people know all about auto- 
mobiles. If we say, ‘Now this is the Chevrolet of 
watches, this is the Buick, and over here is the Cadillac,’ 
they follow us with ease, because they know what we 
mean. It is bad business to go into technical details, be- 
cause the terms which seem simple to us cannot get across 
to customers. Furthermore, they will not strain their 


























Achieving a Steadily Increasing 


Popularity Among Discriminating 


and Careful Jewelers 


When Internationally recognized 
Zenith Movements are expertly 
encased in the smartest, ultra- 
modern creations and thus offered 
to a market that is seeking just 
| such a perfect combination, the 
popularity of Zenith may be easily 
explained. 


Sole Agents in the United States 


ZENITH WATCH CO,, lhe. 
64 West 48th St., New York 


The Zenith Watch Enjoys International Prestige and Honors 


from Great Britain, Italy, Japan, France, Turkey, Poland, 
Roumania. 
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ears and imaginations trying to follow us. Therefore, in 
comparing movements, we stick to automobiles, and it has 
worked out very well indeed. ‘Therefore, I say to al] 
jewelers trying to sell watches: compare automobiles, 
Keep away from mechanical talk. 

“The greatest problem of C. D. Peacock in its public re. 
lations is to get the masses-into our store, if I may so call 
them without meaning to be undemocratic. We have the 
job of overcoming the belief that we are high-priced. We 
have been in business for so long, and have such a wide 
reputation, that the rich will come to us without urging, 
but the man or woman of average means may feel, because 
of our reputation, that he or she is out of place in a rich 
man’s store. We do not feel that way at'all. Our best 
welcome is out to the great middle classes. We carry 
good merchandise, but we are not high-priced, rather the 
contrary, when the values of our offerings are considered, 


“You ask, now, about our methods of appeal to the 
public. These fall into four methods. First, our win- 
dow displays; second, newspaper and magazine adver- 
tisements; third, direct mail solicitation in the form of 
personal letters, and fourth, telephone calls by our sales- 
men. We have three windows given over to watches— 
one large one and two small ones. We believe that our 
windows are by far the most effective form of advertising. 
For that reason we take great pains with them. They 
are arranged by experts, and are changed every three 
weeks or more often. In one of our small windows we 
always have the most modern designs of watches at prices 
ranging from $25 to $60. The display carries a fairly 
large sign with plain reading matter and a small price 
tag—white figures on black background, with each watch, 
In the large window, which we use to draw shoppers of 
all types, we show watches in factory boxes, as much as 
possible, for we are aware of the national advertising of 
the more important manufacturers. This large window 
will contain about 70 watches at prices ranging from $25 
to $300. We try for a wide variety of design as well as 
a wide price range. We use the other small window for 
our special offerings, and we have something at least ten 
months out of the year. For example, we recently bought 
a lot of fifty strap watches of a make unknown outside 
the largest and most important stores. ‘These watches al- 
ways sold at $125. We bought this lot of fifty so that 
we could sell them for $65 each. In the month of Sep- 
tember this would be considered a fairly high price for a 
special. We put a small sign in the window, taking the 
public into our confidence on the deal. We told them 
the exact truth—nothing more and nothing less. We 
sold 21 of these watches in September. We had the dis- 
play in the window only three weeks, but we exhibited 
the watches individually on handsome fixtures. They 
looked what we said they were, a $125 value at $65, and 
the public believed us. The balance will go back into 
the window Dec. 1, and we will sell them. I am sorry 
that 50 was all we could get. So much for our windows. 

“By far the best results in newspaper advertising are 
secured by featuring exceptional values in the low price 
ranges. For example, one of our leading newspaper 
watches for December will be a 17-jewel lady’s baguette 
with two diamonds at $29.75. We will also advertise 
this watch with street car cards. We have had this 
watch as a leader since July 1. It has been exceptionally 
satisfactory in bringing people into the store. However, 
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we find that we have sold three times as many watches of 
this same make and size with four diamonds at $42.50 
and three times as many with six diamonds at $55, with 
a gold-filled mesh cord instead of a black silk cord. The 
reason for this is salesmanship. If the cheaper watch 
had not brought them into the store, we would never 
have had the chance to work on these people and sell 
them the more expensive watches. We can soon over- 


come the notion that we are high-priced when we get the 


chance. 
“We send out letters only when we have something 


special to offer, which we know to be within the purchas- 
ing power of the persons to whom we are addressing the 
letters. Usually, it is some fine, exceptional item, which 
is, of course, expensive. Our mailing list is compiled 
simply from the lists of our salesmen’s customers, to which 
are added, sometimes, but not always, the members of 
‘Who’s Who in Chicago.’ Our salesmen conduct tele- 
phone campaigns of solicitation from time to time, but we 
must be careful. Unless we have something which is 
really very special, the telephone call degenerates merely 
into a wish to make a sale. ‘The idea behind the tele- 
phone call is that the salesman is putting the customer 
‘next’ to something which is really unusual in style, de- 
sign, price or in some other way. 

“Our salesmen will make trips outside the store to sell 
watches, even to other cities, within 300 miles of Chi- 
cago. Often we have a woman come into the store, 
select a watch for the husband, and then, before we 
close the deal, tell us that it will be necessary for her 
husband ‘to see the watch first. We must send a sales- 
man out, and a good one, too, because sometimes the hus- 
band does not agree with his wife’s taste in making se- 
lection. He hasn’t a chance, however, by the time his 
wife and our salesman get to work on him. The hus- 
band, by the nature of his work, perhaps, cannot get into 
the store during business hours and the outside call by 
one of our salesmen is the only way we have to complete 
the sale. : 

“In the store we start showing them watches at the 
price they mention, at the same time putting out several 
more expensive and better looking watches on the coun- 
ter. If the customer takes up one of these latter, and 
shows interest, the original, cheaper watch is whisked out 
of sight. Henceforth our talk bears on the more ex- 
pensive watch. However, if a person comes into our 
store and tells us that he has $25 to spend for a watch, we 
know we must talk a watch for $25, and nothing higher, 
because he cannot buy. That is all he has for the watch. 
However, if the customer asks us to show him a watch 
for $50, we start to work on him, for we know that we 
can sell him one for $100. He has the money, if we 
can interest him. Here, too, we must be careful. We 
must let him think he is climbing into the higher price 
range of his own accord. Many people are aroused 
against the salesman if they think he is steering them into 
paying more than the price he named at the outset. That 
we are successful at Peacock’s, in this way of doing, is 
indicated by the fact that our average sale is $100. 

“We believe that a fast turn-over at our regular mark- 
up is the best plan, and that is why, when we make a good 
purchase of watches, we add no more than our regular 
margin of profit. The saving is passed to the customer, 
and in that way we hold up our volume of sales, at the 
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The New Style Sensation 


NORMIS 


“REVOLV-IT” WATCH 
SET IN ACCESSORIES FOR WOMEN 


A clever new fashion that is already winning 


tremendous feminine acceptance. In gold or 


silver, engine turned and enameled .. . set in 


a lipstick, a bill clip, or lady’s handbag. 


The “Revolv-It” lip- 
stick, 25%” high. A 
beautiful and useful ac- 
cessory. Watch revolves, 
presenting a shield for 
monogram. 


Accommodates 
Standard Refills 


© 





“Revolv-It” bill clip 
for ladies. Compact, 
convenient, attractive. 
Every woman will 
want one. Watch re- 
volves, protecting 
crystal from breakage. 





fm This New “Revolv- 
fea It” Watch can be 


thes 


> ing dial in an in- 
ew stant. 


Write for Price List 


Patent Allowed 


NORMAN M. MORRIS 


IMPORTERS OF FINE WATCHES 
542 FIFTH AVE., NEW YORK CITY 


























same time keeping our stock ever fresh and interesting. 

“Yes, special advertising should be used for each price 
group. What interests one group will not interest the 
other. The difference lies not only in the amount of 
money they have to spend, but in a difference of taste. 
In general, newspaper advertising is best for the cheaper 
goods, with a special notion of getting more people into 
our store for our salesmen to work upon, and direct mail 
order is best for the more expensive items. 

“Remember, that in watches, a man looks for accuracy, 
a woman for style. Do not make the error of talking 
style to a man and accuracy to a woman, except as re- 
marks most incidental. In a manner as tactful as pos- 
sible, get either a man or woman ‘off’ accuracy or style, 
and talk the movement, as I suggested, with the motor 
car comparisons, leading up to something more expensive, 
if the conditions surrounding the sale permit. 

“During the past year we find more women buying 
‘watches for themselves. Does it mean that husbands and 
‘sweethearts have stubbed their toes over the depression? 
I fear that such is the case. At least 65 per cent of the 
men’s watches we sell are sold to women as presents for 
these men; not more than 40 per cent of the women’s 
watches we sell are sold to men as gifts for these women. 
You cannot reconcile these figures with our version that 
the man must pay, but those are the percentages, just the 
same. 

“In selling watches,” concluded Mr. Chatterton, “use 
the argument of prestige, reliability and stability of your 
store rather than the name or make of any particular 
watch. You must build up the confidence of the cus- 
tomer in your store. In business since 1837, this has been 


the policy of C. D. Peacock in Chicago, and we have sold 
watches, in both good times and bad, for 96 years.” 


What Your Watch Does For Its Keep 


The center wheel, carrying the hands, revolves 24 timg 
a day. The balance wheel- makes nearly half a milliq 








swings in 24 hours. Actually in a pocket size watch th 
rim of the balance wheel travels 23 miles every day, 4 
long and tiring march to do year in and year out with 
seldom a stop. More often than not it does it without, 


the entire movement for 12 months and even this all ty 
frequently gets dried out by the changes in temperatup 


due to normal wear. 


It is not advisable for the owner to oil a watch. He 
will certainly put too much on, mostly on the wrong placy 
and in such a way that the oil he puts on will draw awa 
from the bearings the oil the watchmaker uses. Ajj 


: 
( 
I 
f 
drop of oil; in fact it only takes a spot of oil to lubricayll , 
| 


Very small watches should have attention even mor 


¢ 
watches should be cleaned and oiled at least once a yea,§ | 
( 
frequently because the smaller the movement the mor§ | 
| 


minute is the supply of oil which it can contain. 


A watch works 168 hours or 10,080 minutes, o 
604,800 seconds a week. This means 8,736 hours of | 
524,160 minutes or 31,449,600 seconds a year. A balane§ | 
wheel makes five beats a second or over 150,000,000 beats 


a year. 


Some of the parts of a watch are so small that ¢t would 


take more than 10,000 of them to fill a thimble. 





$5,000 REWARD 


For the Return or Information 
Leading to Recovery of 


PEARL NECKLACE 


containing 75 graduated pearls, having an approx- 
imate total weight of 349.80 grains; center pearl 
11.92 grains; balance of necklace graduates down 
to approximately 3 grains for each end pearl. 
Length of necklace including clasp is 17!/, inches 
to 18 inches. Clasp is platinum and marquise 
shaped, containing seven round diamonds. Lost 
on November 4th or 5th in vicinity of Pittsburgh, 
Ambridge, Sewickley or Clinton, Pa. 


Jewelers and their employees are re- 
quested to be on the lookout for this 
necklace and to communicate any 
information to 


W. B. BRANDT & CO., G. F. FERRIER CO. 


Incorporated Standard Life Bidg. 
Gen’l Agents for Commercial Pittsburgh, Pa. 
Union Assurance Co., Ltd. Phone: Court 1411 
#1 Park Ave., New York City 
Phone: Ashland 4-6372 
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- Two Standard Books for 
Optometrists and Opticians 


By LIONEL LAURANCE 





General and Practical Optics 
(Third edition, 360 pages and index) 


Visual Optics and Sight Testing 
(Third edition, 420 pages and index) 





Price, $5 for Each Book 








OPTICAL JOURNAL & REVIEW 
239 West 39th Street New York City 
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Style in Electric Clocks 


So widespread has the interest in period styling be- 
come that there is hardly a detail of the home furnishing 
accessories from the smallest paring knife in the kitchen 
to the grand piano in the drawing room which has not 
heen developed in radically new designs. Among the re- 
cent arrivals in this field of specialized styles, along with 
jewelry, mirrors and toilet table accessories, the clock has 
emerged in delightful new clothes. The grandfather 
clock, it is true, is still the handsome example of Georgian 
English and American Georgian good taste. But this 
floor clock has also been somewhat modified, developed in 
small sizes and, in some instances, it has taken on an early 
English character, suitable to be used in the Gothic and 
Jacobean interior or in a modernistic setting. Its rich 
walnut case admits it to a fine library, hall or living room 
where rare antique English furniture is used. Yet inside 
the handsome case which is seemingly of the same period 
as the fine old furniture surrounding it is an ultra modern 
development in timekeepers. This is electrically run, 
perfect timekeeping apparatus operated by alternating 
current supplied through any electrical light circuit, pro- 
viding accuracy, silence and complete freedom from oil- 
ing, winding and other old-time clock attentions. 

The two extremes of antique beauty and modern efh- 
ciency combine in many other models as well as the floor 
styles. There are small clocks for use in the kitchen, 
hall, library and in fact every room of the house. Some 
are simple, about the size of the old-fashioned alarm, yet 
finished with bright colored lacquer paints to add that 
necessary touch of smartness to a modern room. In pro- 
nounced modernistic patterns there are silver and gold 
finished cases and skyscraper wooden cases. One unique 
model is an alarm clock, although its modernized ex- 
terior would give no hint of this utilitarian quality. These 
handsome and unique models are meant for a man’s study, 
a smart living room and a quiet corner of a formal en- 
trance hall. 

For the feminine rooms, bedroom and boudoir, or an 
informal little living room, there are more delicately de- 
signed models in fine wood, some with silvered dials, 
some with etched glass crystals, some illuminated by tiny 
lamps for night bedside use. 

In all of these new models of these clocks containing 
little motors whether designed for mantel shelf or boudoir 
table, library table or the book cases, style and handsome 
finish have not been used to the sacrificing of simplicity 
and usefulness. The faces are extraordinarily clear, the 
numerals large, the slender hands easily discerned across 
the room. 

The cases include simple models suited for use with 
American Colonial or French provincial furniture, with 
handsome mahogany and walnut, with simple painted 
chairs and tables, and with sun room and sleeping porch 
accessories. Or, all the clocks in the house may match 
in form, but differ in color, from the one on the kitchen 
wall to the model above the living room fireplace. 


Commencing Jan. 1, 1933, the Helgen Mfg. Co. name 
will be discontinued and its products sold under the 
name of J. J. White Mfg. Co., Providence, R. I. There 
will be no change in the personnel and the combined lines 
will be shown as usual to the wholesale trade. 
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Build Up Your 
Christmas Volume 


Chelsea clocks will do it for three good 
sound reasons—First, your customers know 
them as the finest of their kind—Second, 
Chelsea clocks are carefully and accurately 
styled to meet your customers’ taste— 
Third, Chelsea clocks are lower in price 
than ever before though their precise 
craftsmanship remains unchanged. Jewel- 
ers have already had exceptional success 
with the "Pioneer" photographed above. 
(Dial size 4!/,”, height 5” and width 8!/,”.) 
Its suggested retail prices are, Electric 
$27.50, Spring movement $33.00. It is 
only one of the many exciting Chelsea 
Clocks which will mean good Christmas 
Volume for you. If you will write us we 
will be glad to send a catalogue of others 
with a Dealer's price list. 


CHELSEA 


CLOCK COMPANY 
BOSTON - - - MASSACHUSETTS 

















Selected Gifts for 


HH NU 








Fine craftsmanship is apparent in every 

piece of the beautiful Triumph hollow- 

ware. Prices are extraordinarily low. A 

product of Wm. Rogers & Son in silver 
plate. 





These sterling and enamel beverage 
badges by Gorham are delightful Christ- 
mas offerings. They come in sets of 
eights in velvet lined morocco cases 
and are attractively priced. 


A sterling silver ash tray and cigarette 

holder. An elephant surmounting an 

orb serves as a cigarette tamper. A 

quality product at a reasonable price 

made by Currier & Roby, 217 E. 38th 
St., New York. 





Early selection of want- 
able items to be sold for 


Christmas gifts increases. 


your selling opportunities 
during the buying period 
of the holidays. 

Study the many items 
illustrated on these pages 
as possible merchandise to 
attract trade to your store, 
where “Early Christmas 
Shopping” becomes more 
than just an empty phrase. 
A wide variety of articles 
with freshness and value 
will stimulate your holiday 
business. 

















This rock crystal Cavalier comport 
makes an exquisite Xmas gift sure to 
please all who receive it. It is a 
product of T. G. Hawkes & Co., 

Corning, N. Y. 


Acc 





This attractive flat lighter will make a 

most welcome gift. It is made in 14K 

gold and in sterling silver by William 
S. Hicks’ Sons, Newark, N. J. 





“New Hostess” kitchen clock is 72 
inches high and comes in green, ivory, 
white, black, blue, orange and yellow. 
General Electric Merchandising Dept., 
Bridgeport, Conn. 


RS 


Here we have Fashion Chest “L” con- 

taining Holmes & Edwards silver plated 

ware. Here is a delightful surprise on 
Christmas morning. 
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A recent addition to the extensive and 
popular line, produced by the Elgin 
American Manufacturing Co., Elgin, 
lll., is the “Clamshell” compact, so 
named because of its novel shape, cre- 
ated to meet the new style trend 
toward large flat compacts. 





This attractive and serviceable 7¥2 
ligne, 17 jewel jump figure wrist watch 
for sports wear made by the Waltham 
Watch Co., Waltham, Mass., is a fine 
Christmas offering. 


This dainty traveling clock, suggested 

by the Zenith Watch Co., 64 W. 48th 

St., New York, will meet with general 
approval. 
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Here we have an attractive beverage 
shaker in silver plate. It is handsomely 
embossed with a grapevine design. 
Bernard Rice’s Sons, Inc., 325 Fifth 
Ave., New York, offer this item. 





Smart and very practical, an identifica- 

tion band makes an excellent gift to 

either a young man or a young woman. 

The Forstner Chain Co., Irvington, 

N. J., produces this item in sterling 

silver and numium-white throughout 
qualities. 
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Christmas Sellin 





Two-light candelabra in the June de- 
sign of Tudor plate—guaranteed for 35 
years. It is a very attractive design, in 
a hand-engraved effect. Oneida Com- 
munity, Ltd., is the maker. 





A knife in 10K or 14K gold is always 

a pleasing gift for Father or Big Brother. 

Other knives in a variety of styles and 

prices are also products of Larter & 
Sons, Newark, N. J. 





Here is a series of new book ends by 

the Benedict Mfg. Co., East Syracuse, 

N. Y. Six of the most famous of 

Dickens’ characters are shown in this 
line. 














Sue ow Minute 
Xmas Buying 

















Gifts of Quality which will become 


Household Treasures 


HAWKES beautiful Tableware 


and Fancy Specialties 











In the purest Crystal Glass 


The Tradition of the ages is put into this 
ware 


WIRE your needs and we will ship the goods 
immediately. 


T.G. HAWKES & CO. 


Makers of Rock Crystal Glassware for 


New York Office 
New York Office Over Half a Century 


sos Serente's: CORNING, N.Y. 


s Angeles 
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All Gift Shows in the East Now Under One 
Management and Sponsored by One 
Organization 


Through the cooperation of the board of directors ang 
officers of the National Gift and Art Association and 
George F. Little, managing director of leading gift shows 
in the east, merger has been consummated that will do 
away with having two gift shows in one city at one time. 

The New York Gift Show, Jan. 9 to 13, the Philadel. 
phia Gift Show, Feb. 20 to 24, the Boston Gift Show, 
Feb. 27 to March 3, will all be under George F. Little's 





George F. Little, Managing Director 


management and sponsored by the National Gift and Art 
Association. This merger will direct the buyer’s atten- 
tion to the work being accomplished by the art manufac- 
turers of the world and eliminate any possibility of over- 
looking anything new, as representative examples from 
every corner of the globe will be exhibited. 

With the combined registration of two shows now 
merged into one the exhibits bid fair to be over 50 per 
cent larger than those of former years. 

The individual shop-keepers whose exchequer does not 
permit them to invest the money or the time entailed in a 
trip to the various markets, merchants from towns to 
which the large lines could never be brought, will here 
find that in these shows in one hotel at one time they can 
make their inspections and comparisons leisurely, com- 
fortably and economically, with a comprehensive line of 
gift and art goods literally laid down at their feet for 
their inspection and approval. 

The large department stores, whose buyers make more 
or less frequent trips to centralized markets, are coming 
in ever increasing numbers to the shows, viewing them in 
the light of a real merchandising education. For here 
they find the leading manufacturers and importers dis- 
playing for the first time their newest creations, either 
fresh from the factory or just arrived from some foreign 
shore. Previous to each show, every exhibitor works 
feverishly to bring out the newest, the “last word” in 
his particular line, and thus the merchandise manager 
and his buyers, instead of having to scour the markets in 
all their highways and byways, have the markets scoured 
for them and brought to them for their inspection. 
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Jewelry Trade Shows Slow Improvement 





Holiday Demand Helping Recovery with 
of Silverware, 


Pronounced in Sales 


Increase Most 
Clocks and Novelty 


Jewelry, Says R. G. Dun & Co. Survey 





Indications of business improvement 
are being reflected slowly in the general 
jewelry trade. Thus far it has been 
most pronounced in the sales of silver- 
ware, clocks, novelty jewelry and in re- 
pair work. In the silverware division, 
signs of betterment first appeared last 
August, and the momentum which has 
been gaining steadily since that time is 
expected to continue right through the 
holiday season. As jewelry now has be- 
come a part of the everyday toilette and 
as such is subject to all the style motifs 
which mark the constantly changing field 
of women’s garments, novelty items have 
enjoyed a wide popularity since early 
Fall, according to a survey of the jewelry 
trade which has just been completed by 
R. G. Dun & Co. 


“Most Americans still are buying 
jewelry of some sort,” the survey con- 
tinues, “and many are buying jewelry re- 
lated to clothes only. It is the latter 
class which is contributing to the bulk of 
sales this year, as color combinations are 
such a striking feature of current fashions 
that a new and more varied assortment 
of jewelry accessories is needed than was 
the case last season. In some districts 
the white metals still predominate, but 
there is a marked tendency to yellow 
metals, worked in heavy designs. In the 
east, particularly, the natural gold items 
made up fully 20 per cent of the current 
sales. 


“For the pronounced use of blacks and 
browns in women’s apparel has given 
favor to gold jewelry. Taking advan- 
tage of its current favor, many jewelers 
are building up a profitable business by 
remodeling old gold ornaments or buy- 
ing these outright for melting in the hope 
that the customer will reinvest the money 
in some of the new offerings. Many per- 
sons are finding treasures daily in the 
form of forgotten ornaments. Old rings 
and bracelets, discarded necklaces, cuff 
links, medals and mutilated coins and 
factory sweepings are said to constitute 
at least a billion dollars in value. This 
is almost twice the world’s annual gold 
production from mines. At the present 
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rate at which these are being brought out 
of hiding, it is estimated conservatively 
that $40,000,000 will be added to the na- 
tion’s visible gold supply by the end of 
1932. 

“In many respects,” the survey points 
out, “the jewelry trade has not suffered 
any more from changed economic con- 
ditions than has been the case with most 
essential lines of industry. Provisions 
for holiday requirements now are being 
made, and sales are expected to increase 
gradually, reaching peak proportions 
shortly preceding Christmas. It is the 
general opinion that manufacturers, who 
have no reserve stocks, will be kept busy 
filling orders for immediate shipment. 
Demand for popular priced merchandise 
continues, and while unit sales have not 
receded materially, the reduction in dol- 
lar value has ranged from 15 to 20 per 
cent by comparison with sales of a year 
ago during the first ten months. 

“Insolvencies in the jewelry trade have 
reached a record high level during the 
current year, defaults recorded in the 
compilation of R. G. Dun & Co. totaling 
748, with liabilities of $17,887,094. This 
compared with 698 defaults, with in- 
volved liabilities of $16,217,424 for the 
entire twelve months of 1931. Increases 
occurred in both the manufacturing and 
distributing divisions.” 


Charles A. Whiting Urges Employees 
to Forget Word “Depression” 


PLAINVILLE, Mass., Nov. 11.—On 
Wednesday afternoon Charles A. Whit- 
ing of the Whiting & Davis Co. called his 
employees together and talked over busi- 
ness conditions and gave them words of 
encouragement. In part he said: 

“There are some of us who were dis- 
appointed in the results of the election, 
but it appears that about 80 per cent cast 
votes for a change, and they are the large 
majority and the majority must rule. 

“I want you all to understand that the 
firm of Whiting & Davis Co. and myself 
will do everything in our power to make 
the administration and the government 
sucessful. We do not expect any imme- 
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diate upturn in our business for various 
reasons. You are all aware that it is late 
in the season for manufacturers to sell 
goods for holiday tradesaftholgh we may 
receive more orders this month than we 
did a year ago at this. time, for the rea- 
son that many have ‘held back orders to 
know just how they stood. I personally 
believe ‘that there are good times ahead 
for this country. I have been through 
panics from the early 1870’s up to date, 
and the country has always come out on 
top and always will. My plan is to work 
for the benefit of not only our industry 
but all other industries, as without pros- 
perity in all industries we cannot have 
good business. We shall exert every 
power we know of to create business and 
procure orders, and we hope to be suc- 
cessful in building our business up to the 
former standard. There will be no pref- 
erence shown to anyone regarding the 
work, and the work will be divided as 
far as possible among our employees. 

“We would suggest that all forget the 
word ‘depression’ and learn to smile 
again, as we should, and turn over a leaf 
for a new deal beginning at once. We 
need the help of each and everyone of 
you to make our business prosperous 
again, and that means we want good 
quality work. We have had one of the 
outstanding organizations in the jewelry 
industry and we still employ more 
than the average jewelry manufacturer. 
Whereas, we have not worked full time, 
we have been employing about 175 to 
181 people the past month. 

“Talk prosperity to your friends and 
wherever you go and it will not be long, 
barring unforeseen accidents, before the 
depression will be forgotten and the en- 
tire country will be prosperous once 
more. 

“For my part, I have turned over a2 
page and am making a new start for fu- 
ture business. Smile and be happy. Do 
not mention depression to anyone; for- 
get the word and follow the old motto, 
‘Smile and the World Smiles With You.’ ” 


Moses M. Riglander 


Moses M. Riglander, president of the 
Hammel, Riglander-Pennant Corp., New 
York, died Oct. 28° and burial was on 
Oct. 30 at Salem Fields Cemetery under 
Masonic auspices. He was Past Master 
of Adelphi Lodge. 

Mr. Riglander received his early edu- 
cation in this country and abroad and 
had been connected with the firm for the 
past 30 years. 

Deceased is survived by his widow. 


























No. 04294. TWO PORTION VEGETABLE DISH 


THE PAIRPOINT 
CORPORATION 


New Bedford, Mass. 


43-47 West 23rd St. ----+------- 
150 Post Street 


New York City 


San Francisco 


No. C05593—10 INCH BOWL 


No. C01186. 16 INCH PLAIN PLATTER 
No. C01186. 18 INCH PLAIN PLATTER 
No. C01187. 16 INCH WELL & TREE 
No. €C01187. 18 INCH WELL & TREE 


No. 06810. GRAVY BOAT 
No. 06810. GRAVY TRAY 


Capacity of Boat 12 ounces 


No. 04293. 12 INCH VEGETABLE DISH & 
COVER 


Plain or Butler Finish 
ELECTRO PLATED ON NICKEL SILVER 


Write for prices 




















The BELLEVUE ji {fF | 
STRATFORD ,.|\'/4e} 

































































BROAD 
STREET 
PHILADELPHIA 


at the Bellevue- 
Stratford, center 
of the important 
-~ social and business life of the 
city. You will enjoy the fine at- 
mosphere and perfect attendance 
of this world-renowned hotel, 
and will appreciate rates that 
are consistent with present times. 


Craupve H. Bennett, Gen. Mer. 











Two can live almost 
as cheaply as one... 


$ 1 a day more for two persons at Hotel 

Lexington. For instance, rooms at 

the minimum rate of $3 a day for 

one person, are only $4 a day for two. 

And the Lexington is a new hotel, lo- 

cated in the Grand Central Zone, one block 
from fashionable Park Avenue. 


HOTEL LEXINGTON 


In Grand Central Zone, Lexington Ave. at 48th St. 


NEW YORK CITY 
CHARLES E. ROCHESTER, General Manager 
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New Officers Elected by New England 
Manufacturing Jewelers’ and 
Silversmiths’ Association 


ProvipeNce, R. I., Nov. 10.—James V. 
Toner, president and treasurer of Saart 
Bros. Co., of Attleboro, was elected to- 
day president of the New England Man- 
ufacturing Jewelers’ and Silversmiths’ As- 
sociation. This took place at a meeting 
of the directors of the association held at 
the Providence-Biltmore Hotel. The 
action followed the annual meeting of 
that body which was held in Providence, 
Oct. 27, at which the directors for the 
ensuing year and other officers were 
elected. 

Mr. Toner, the new president, is a man 





James V. Toner, President 


of very many industrial and commercial 
interests and had a long experience in 
his early days in the jewelry plants of 
the Attleboros. He is also treasurer of 
the James E. Blake Co., president of the 
Attleboro Chamber of Commerce and di- 
rector of the Attleboro Trust Co. 

At the annual meeting of the associa- 
tion held Oct. 27 the officers and directors 
reported by the nominating committee and 
chosen were: Vice-presidents, Frederick 
A. Ballou, of B. A. Ballou & Co.; Stur- 
gis C. Rice, of Whiting & Davis and 
Harold E. Sweet, of R. F. Simmons Co. 
The secretary chosen was Lewis S, Chil- 
son and the treasurer J. Stafford Allen. 
The directors elected for three years con- 
sist of Earl H. Ashley, Lloyd G. Balfour, 
Edwin H. Cummings, Stephen H. Gar- 
ner, Walter A. Griffith, William G. Lind, 
Edmund C. Mayo and Alfred F. Reilly. 

The meeting was presided over by the 
retiring president, Stephen H. Garner, 
who made a brief but interesting address 
onthe conditions that confront the in- 
dustry, its future and the work of the as- 
sociation. He said the association was 
to be complimented for the fact that every 
problem with which they had to deal had 
brought to the fighting line leaders from 
within their ranks, amply qualified to cope 
with the emergency whatever its nature. 

A detailed report of the work of the as- 
sociation in the past year was made by 
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the secretary, Edward O. Otis, Jr., who 
recited fully its activities in regard to 
the jewelry tax, and the decisions it had 
been able to obtain clarifying some of the 
provisions. He also spoke of its work on 
tariff, on employment problems, on the 
stamping law, on accounting practices 
and dwelt particularly on the fine work 
that had been done by its Style Committee 
in getting information on fashions in time 
to have the manufacturers design their 
goods to take advantage of coming 
trends. The report also told of the work 
in connection with the class at the Rhode 
Island School of Design and the con- 
templated service to facilitate securing 
of design patents for members. Mr. Otis 
spoke of the activities of the association, 
going into detail as to the movement re- 
cently inaugurated to concentrate sales 
efforts of jewelers all over the country on 
rings, Nov. 14-19, and concluded by pay- 
ing high tribute to retiring President 
Garner, who is ending his work after 
the third term in office. 

The other business of the meeting was 
of a routine character. 


New York Jewelers Working to Raise 
$50,000 for Unemployment 
Relief Fund 


The Jewelers Division of the Emer- 
gency Unemployment Relief Committee of 
New York is now endeavoring to raise 
the quota of $50,000 given to this indus- 
try to carry on the good work of help- 
ing to support the unemployed of the 
metropolis over the coming winter. This 
committee, under the chairmanship of Ar- 
thur Lorsch of Albert Lorsch & Co., 
started work Nov. 11 collecting contribu- 
tions through committees that cover the 
jewelry industry of the city and vicinity 
as it has never been covered before. Tlie 
committee organized at a luncheon given 
by the chairman at the Harmonie Club, 
New York, on Nov. 10, that preceded a 
dinner at which the general committee of 
all industries under the direction of Har- 
vey D. Gibson participated. 

Chairman Lorsch has as his vice-chair- 
men Jacob Mehrlust and Frank Sloan of 
Sloan & Co., while those in charge of the 
sub-committees are as follows: Diamond 
cutters, importers, etc., Reginald Reich- 
man of Reichman Bros. Co.; platinum 
jewelry, Benjamin Katz of Katz & 
Ogush; gold jewelry, Frank Sloan of 
Sloan & Co.; pearls, Julius Kaufman of 
Goodfriend Bros.; precious stones, Bar- 
nett Robinson of Robinson & Sverdlik; 
semi-precious stones and imitation pearls, 
Samuel Bamberger of Lassner & Bam- 
berger; watches, watchcases, clocks, ete., 
George N. Wallace of Jules Racine & 
Co.; refiners and findings, silver plated 
ware, etc. H. W. Boynton & Handy & 
Harman; silversmiths, George F. Finn of 
Currter & Roby; manufacturing jewel- 
ers, Louis Aijisenstein of Aijisenstein, 
Woronock & Sons, Inc., while the collec- 
tion of funds of the retail jewelers of the 
city is in charge of Raymond C. Yard, 
Charles F. Phesay and Col. Henry C. 
Barthman. Collections during the first 
10 days announced to about $10,000. 
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Representatives of these committees 
have been visiting every firm in the in- 
dustry and will continue to do so until 
the drive is over or the quota of $50,000 
has been reached. It is hoped that all 
who may not yet have been called on 
will communicate directly with the chair- 
man, Arthur Lorsch, and send their checks 
payable to the Emergency Unemployment 
Relief Committee to him at 607 Fifth 
Ave. 

In addition to the active workers and 
solicitors, the work of the committee has 
the cooperation, advice and support of 
the two honorary chairmen who have 
had charge of the work of previous 
years, Meyer D. Rothschild and G. H. 
Niemeyer. 





Final Customs Decisions as to Beads 
and Watch Movements 


WasuHincTon, D. C., Nov. 10.—The 
United States Court of Customs & Patent 
Appeals has found in the case of the 
United Stateg against Cartier, Inc., that 
certain imports should be classed as min- 
eral substances rather than jewelry. 

Imports of platinum, enamel and dia- 
mond beads, and a platinum and diamond 
clasp were assessed at 80 per cent as 
jewelry. The importer protested that the 
beads were properly dutiable as articles 
of mineral substances, decorated, and the 
clasps at 55 per cent as snaps. The 
United States Customs Court sustained 
the protest, and the Court of Appeals has 
sustained that judgment. 

An opinion has also been handed down 
by the Court of Appeals in the case of the 
United States against A. Wittnauer Co., 
Inc., as to watch movements adjusted to 
6 positions which were assessed at $6.50 
each. The importer protested that they 
were properly dutiable at $3.50 each. The 
Customs Court sustained the protest, but 
the Court of Appeals has reversed that 
decision. 





Proposed Ordinance to Regulate 
“Closing Out” Sales 


Newark, N. J.—An ordinance to regu- 
late “closing out” sale of insolvent con- 
cerns has been introduced before the City 
Commission of this city. 

The ordinance would provide a license 
covering such sales, the fee to be $100 
for ten days, $200 for 20 days and $300 
for 30 days. Under the ordinance no 
such sale could last more than 30 days, 
and only one license could be issued to 
any person or concern. ‘The ordinance 
would make it unlawful for any person 
or concern to hold such sale without first 
filing an inventory of stock to be sold. 





W. R. Crawford 


McKeENziz, TENN., Nov. 5.—Funeral 
took place here today for W. R. Craw- 
ford, for 41 years operator of one of the 
principal jewelry stores of McKenzie. 

Mr. Crawford had resided in this sec- 
tion all his life. He was educated at 
Bethel College, is survived by his widow 
and two children. 
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tHe TERRI-DEB 


VANITY 


comptete / 











" u 
a NATURAL 

. oa This new and unusual compact, 
bearing the nationally adver- 
tised Terri name, offers a 
unique sales appeal—it is 
priced so low that women will 
want it for themseives, and 
looks so costly that your cus- 
tomers will be proud to present 
it as a gift. 


Here, in the Terri-Deb Vanity 
Complete is every accessory to 
beauty, literally at a woman's 
fingertips. Neat, efficient, 
smart, compactness—in green 
and _ silver combination, black 
and silver, red and silver and 
black and gold. 


COSMETICS CORPORATION —Rhodium Plate—also sterling 
320 FIFTH AVENUB, NEW YoRK CIT) silver Hand Brocaded—and 
hand engine turned. 





























STANDARD REFILLS 


OUR CUSTOMERS 
will not wait too long 
for their orders. They want 
quick deliveries! 
(Especially in December) 


Use the Johnson catalog which 
is backed up with staple mer- 
chandise IN STOCK. 





J. W. JOHNSON 


14 MAIDEN 1 W. 47th 
LANE STREET 


NEW YORK CITY 








An unusually low priced 


CRYSTAL CANDELABRA 


for two lights, with heavy base. These are 12” 
high with a spread of 12”. They wholesale at 
only $13 per pair. 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Representatives 
J. W. Bakster, Inc., Suite 1511, Merchandise Mart, Chicago, III. 
Turner Artwares, 437 So. Kenmore Ave., Los Angeles, Cal. 
E. Wanda Baker, Room 545, 225 Fifth Ave., New York City 




















WANTED— 


A connection— 


Manufacture or Retail 


The important thing with me, regardless of what 
branch of the business with which I might associate 
myself, is to see an unlimited future, depending naturally 
upon merit. 


I am not thinking of getting such a connection in the 
next few weeks, but will take it whenever presented. I 
am prepared to start, in either the manufacturing or 
advertising branch, wherever placed, providing of course 
that my capacity to produce will be recognized in the 
form of dollars and cents. 


Regarding the retail section, I feel differently. I be- 
lieve my 21 years of experience, divided between the 
making of special order platinum and gold jewelry, 
estimating, designing, engraving, buying and selling and 
managing, entitles me to a position worthy of this knowl- 
edge. Plenty of references are available to re-enforce 
my claims to these qualifications. 


The main thought that I am trying to get across is 
that I know how to buy and sell Jewelry for Quality 
stores and would like to become affiliated with an organ- 
ization that will value these services when such ability 
has been proven. 


I have spent considerable time in departmentizing 
stores, purchasing according to turnover and carrying a 
cost accounting system such as will give daily control 
over each department. 


Address T., 8618, care Jewelers’ Circular. 
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“Silvercraft” May Not Be Used on 
Metal Containing No Silver 


WasuHincTon, D. C., Nov. 10.—Hollow- 
ware which resembles silver but con- 
tains no silver and is not silver plated, 
is not to be labeled or advertised as “Sil- 
vercraft,” according to an order of the 
Federal Trade Commission to Louis Far- 
ber, New York. 

Likewise, clocks having frames, stands 
or backs which resemble silver, but 
neither contain silver nor are silver 
plated, are not to be so designated. 

Exception is made in each of the fore- 
going instances as follows: “Unless the 
word ‘Silvercraft’ is accompanied by a 
word or words equally conspicuous in 
type and position, stating the metal or 
material of which the said hollow-ware 
or clock frames, stands or backs are com- 
posed.” 


Many Terms Discontinued 


WASHINGTON, D. C., Nov. 11.—A dis- 
tributor has agreed with the Federal 
Trade Commission to discontinue the use 
of the words “Pearl,” “Pearls,” “Un- 
breakable Pearls” and “Indestructible 
Pearls,” to designate destructible imita- 
tion pearls and products made therefrom; 
“Crystal,” “Amber” and “Ivory,” to des- 
ignate products that are not crystal, am- 
ber or ivory and are not made there- 
from; “Platinum,” “Platignum,” or any 
other derivation of the word “Platinum,” 
to designate products not composed of 
platinum. 


Antwerp Diamond Man Dies From 
Beating While Visiting New York 


Achille Mirner, 39 years old, a partner 
in the firm of L. Berenson & A. Mirner, 
dealers in diamonds and precious stones 
of Antwerp, died Oct. 31 in the Park 
West Hospital in New York, where he 
had been taken in a semi-conscious con- 
dition a short time before. The death was 
due to internal hemorrhages, and it is 
believed that these resulted from a beat- 
ing which he had received the night be- 
fore while visiting a night club. 

Mr. Mirner, whose firm then had an 
office at 2 W. 46th St., had arrived in 
this country Oct. 9, on a business trip, 
and the Saturday night before his death 
had visited this restaurant or “speakeasy” 
with Jerome Bernheim, in charge of the 
New York office. There, it was reported 
by the police, Mr. Mirner had displayed 
a large amount of money that he had 
been carrying and this, it is believed, 
resulted in a plot to rob him. 

Mr. Bernheim, who left the restaurant 
while Mr. Mirner was still there, told the 
police that he had warned Mirner against 
showing his money. A taxicab driver told 
the police that shortly after 6 in the morn- 
ing he found Mr. Mirner, hatless and 
coatless, at 32nd St. and Second Ave., 
bleeding from the right side of the face, 
and the injured man told him that he had 
been beaten and robbed. The taxicab 
driver took the man to the Hotel St. An- 
drew, where he resided. Later he was 
discovered in great pain on the floor of 
bis room and rushed to the hospital, 
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where he expired. An autopsy revealed 
that his intestines had been ruptured. 

Acting on information they received, the 
police later arrested a woman and two 
men on the charge that they had acted in 
concert in robbing, beating and kicking 
Mirner, thereby causing his death. These 
people had opened the restaurant, the 
Newswriters’ Club, about 24 hours before 
the assault took place. Two more men 
were arrested Nov. 12, one supposed to 
be the assistant manager of the place and 
the other a waiter. The prisoners were 
all held for the grand jury. 


John R. Keim 


The death of John R. Keim, manufac- 
turing jeweler, who was found dead in 
his office, 10 E. 39th St., New York City, 
Oct. 29, caused distinct regret among a 
large number of friends, for Mr. Keim 
had for years been one of the leaders in 
the fine jewelry industry of New York, 
was known intimately to the best mer- 
chants of our trade and was highly re- 
spected. He was 69 years old and had 
been connected with the jewelry business 
for about half a century. 

As a young man Mr. Keim entered the 
employ of the old firm of Bartens & Rice 
and later was with William Scheer for 
a number of years. He started in busi- 
ness for himself about 1890 and later 
was joined by his brother-in-law, Henry 
Meinken, who withdrew in 1900, since 
which time Mr. Keim has continued 
alone, making jewelry of the highest char- 
acter and building up a clientéle among 
the finest jewelers of the country. 

In addition to his main business, Mr. 
Keim had many interests. He was also 
at one time president of the jewelry firm 
of Thos. F. Brogan and in 1918 with 
Henry Caldwell bought out the re- 
tail business formerly conducted by Theo. 
B. Starr. He was also head of J. Acker- 
son, manufacturing jewelers of Newark 
(which dissolved in 1922), and was 
president of the Spaulding Machine Screw 
Co. of Buffalo. 

Mr. Keim is survived by a widow, a 
daughter, Mrs. August Torres, and a son, 
Llewellyn Keim. 


Salt Lake City Jeweler Dies 
on Hunting Trip 


SALT LAKE City.—John F. Boes, well- 
known Sale Lake jeweler, died recently 
of a heart attack while hunting with 
friends near the Mountain Dell reser- 
voir. 

Mr. Boes had operated a jewelry store 
here since 1895, owning and managing an 
establishment at 311 S. Main St. at the 
time of his death. He had been in busi- 
ness in that block for 24 years. 

He was born in Utica, N. Y., Aug. 21, 
1864, coming to Salt Lake in 1890. He 
was employed here by the Park Jewelry 
Co. for five years previous to opening a 
business of his own. 

Surviving are his widow, Mrs. Mary 
E. Boes; a son, Raymond E. Boes, Sea- 
cliffe, Cal.; a daughter, Mrs. Helen Boes 
Hines, West Point, N. Y., and two grand- 
children. 
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Washington jeweler Elected to 
Congress 


SEATTLE, WasH.—Congress will con- 
vene in December with a leading Wash- 
ington jeweler representing the people 
of this Northwest State, for Monrad C. 
Wallgren has successfully completed his 
campaign with a decisive victory against 
his opponent at the November election. 

Mr. Wallgren, president of the jewelry 
firm of Wallgren-Carlson, Everett, 
Wash., is one of the best-known jewelers 
of western Washington, and perhaps the 
entire Northwest. He is a past presi- 
dent of the State of Washington Retail 
Jewelers’ Association and won country- 
wide fame in former years when he was 
the national three-cushion billiard cham- 
pion. 


Two Kansas City, Mo., Jewelry Stores 
Robbed the Same Day 


Kansas City, Mo.—Two downtown 
jewelry stores were held up in one even- 
ing recently, netting a loss of $7,000 in 
jewelry and $175 in cash. 

The first holdup was about 6 o’clock 
in the Ben Swirk shop, 120 E. Eighth St. 
A young man asked Swirk to show him 
some mountings and as these were being 
displayed another young man entered the 
shop with a drawn revolver. Swirk was 
tied in the back of the store while the 
bandits took 22 watches valued at $150 
and $50 from the cash drawer. 

Less than an hour later two men asked 
to be shown some watches at the shop of 
Harry A. Raskin, 10 W. 12th St. Both 
produced revolvers and locked Raskin in 
the wash room while they made away 
with a tray of diamond rings, some loose 
diamonds, 35 watches and other articles, 
approximately valued at $7,000, in addi- 
tion to $125 cash. 





Window Smashers Steal Gems 


PHILADELPHIA, Pa.—T wo thieves hurled 
a brick through a plate glass window of 
a jewelry store at 1501 W. Susquehanna 
Ave., shortly before 7 p. m., Nov. 9, and 
escaped with two trays of diamonds and 
rings valued at about $1,500. The street 
was free of passersby at the time. 

S. Sidney Weissman, the store proprie- 
tor, fired twice after the men as they fled 
in an automobile, but believes that neither 
shot took effect. The store has been visited 
by bandits on several occasions. 

Weissman was in the rear of the store 
when he heard the crash of breaking 
glass. As he hurried forward he saw the 
robbers remove the trays and pour the 
contents into a burlap bag. 

Mrs. Mary Weissman, his wife, who 
was in a second-floor apartment, seized 
a revolver and hurried downstairs. She 
handed the weapon to her husband, who 
rushed to the street and fired after the 
fleeing thieves as they climbed into an au- 
tomobile with a third man waiting at the 
wheel. The car sped west on Susque- 
hanna Ave. to Sydenham St., where it 
turned north. 
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Highest Type of Auctioneer for Legitimate Jewelers Only 
Record of Service Unparalleled for One Third of a Century 


My long and extensive experience enables me to give the very best service possible 





I Can Raise Money for You—Quickly—Honorably—Successfully 
Any Amount You Need 


$20,000.00—$40,000.00—$60,000.00—$80,000.00—$100,000.00 
Or More 


Reduce Your Stock—or—Close Out Your Business Completely 





NOW IS THE TIME TO BOOK SALES 
Wire or write for date. All correspondence strictly confidential. 


IT WILL PAY YOU TO GET THE BEST 


MANDELL E. LEWIS 


241 WEST 97th STREET NEW YORK CITY 
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NEW YORK 


Clifford A. Miller has severed his con- 
nection with Schanfein & Tamis, 36 W. 


47th St. 

Adolf D. Segal, formerly with George 
T. Ryan, has opened a jewelry store at 
797 Eighth Ave. 

Paul A. Straub & Co., 105 Fifth Ave., 
has been appointed United States repre- 
sentative for the Cristallerie de Baccarat, 
manufacturers of a fine line of French 
lead glass tableware. 


The firm of Gold, Most & Fogel, Inc., 
has been dissolved by mutual consent. A. 
Most and J. Fogel will continue in the 
same line of business, manufacturing 
goldsmiths, under the name of Most & 
Fogel, Inc., at 64 W. 48th St. 


The November meeting of the Brooklyn 
Retail Jewelers’ Association was held in 
the Johnston Building, 8 Nevins St. 
Brooklyn, on the evening of Nov. 10. 
Topics of special interest to the associ- 
ation were discussed. 


Mr. and Mrs. William H. Bromwich 
were hosts to 60 people, mostly employees 
of Busch’s Jewelry Co., Jamaica, at a 
Hallowe’en party in their home, 184-14 
Hillside Ave. Mr. Bromwich manages 
the Jamaica store of the Busch company. 


John A. Kmicic, formerly head designer 
for William Scheer, Inc., and for 24 years 
with that concern, has joined the studio of 
Gustave Pohli at 56 W. 45th St., where he 
will devote his ability to the creation of 
designs for the jewelry industry. 


I. Wartell, jeweler, located on Tremont 
Ave., the Bronx, for 40 years, has leased 
a store at 4 E. Fordham Road, the Bronx, 
at the foot of the Jerome Ave. subway 
station and in front of the terminus for 
Woodlawn, City Island and Pelham Park- 
way buses. 


Samuel Bernard, 516 Fifth Ave., lec- 
tured on “The Romance of Time” at the 
James Children’s Center, 154 Hester St., 
on Nov. 15. The lecture was illustrated 
with stereopticon and motion pictures and 
was given for the benefit of the Chil- 
dren’s Aid Society of New York. 


The committee in charge of the winter 
dinner and entertainment of the Maiden 
Lane Outing Club has decided to hold 
this affair on the evening of Feb. 21. The 
members of the committee are John 
Wirth, president of the club; Al Betz, 
vice-president; Jerry Grant, secretary 
and treasurer; Carl Beresford, Harry 
Kietsch, T. Peter, Thomas Sayre and 
James Theise. 


In the new jewelry store opened by 
0. F. Bale & Co., on Bay St., opposite the 
Paramount Theater, Stapleton, S. L, 
which is the latest in the chain operated 
by that company in New York City and 
in Albany, N. Y., Norfolk, Va., San 
Pedro and San Diego, Cal., the window 
displays have been attracting attention. 
They are the work of Murray Sternbach, 
Jersey City, N. J. 

Wellington G. H. Corbett died Nov. 1 
at his home, 527 S. Second Ave., Mount 


THE JEWELERS’ CIRCULAR 
for December, 1932 


Vernon, after an illness of three months. 
Mr. Corbett was born in Belfast, Ireland, 
69 years ago. For the last five years he 
had been associated with Lambert Bros., 
jewelers, of this city. He was a member 
of the Presbyterian Church and of the 
Foresters of Scotland. His widow, Mrs. 
Jane Robertson Corbett; a son, John L. 
Corbett; a daughter, Mrs. Rose L. Fuller 
of Mount Vernon, and three sisters sur- 
vive him. 


Charles F. Presay, 876 Amsterdam 
Ave., who was elected president of the 
Metropolitan Retail Jewelers’ Associ- 
ation, Oct. 25, was installed in office Nov. 
17 at a meeting of the organization at 
the Manhattan Odd Fellows’ Hall, 106th 
St. and Park Ave. He succeeds Henry 
Astor. The installation was in charge 
of Adolph Landau, president of the 
Bronx Retail Jewelers’ Association. The 
affair was a special meeting of the or- 
ganization attended by about 40 mem- 
bers and guests and was a social as well 
as a business meeting. 


Nathan J. Stern, of Stern Bros. & Co., 
2 W. 46th St., has again accepted the 
chairmanship of the annual appeal for 
the United Hospital Fund of New York. 
Last year the jewelry and silverware 
trade contributed $2,919 to the fund for 
distribution to its 55 member hospitals 
on the basis of the free service which 
they rendered. According to Mr. Stern, 
the financial situation of many of the 
hospitals is very serious and he hopes 
that the men engaged in the jewelry and 
silverware business will be unusually 
well represented among the contributors 
this year. 


Mrs. Mary Chapin Marcus, widow 
of William Elder Marcus, who was presi- 
dent of Marcus & Co., died of heart dis- 
ease Nov. 4 at her home in Montclair, 
N. J. Mrs. Marcus, who was born in 
Rochester, N. Y., 73 years ago, had been 
a resident of Montclair for more than 50 
years. She was one of the founders of 
the Altruist Society, now the Family Wel- 
fare Society, forty years ago and was a 
member of its board of trustees. As an 
active member of the town’s Free Public 
Library, Mrs. Marcus had donated a book 
a month for the last 40 years. Her hus- 
band was a former president and di- 
rector of the library board. Mrs. Marcus 
was a member of the Montclair Women’s 
Club and the New York branch, Poetry 
Society of America. 


A unique and attractive exhibition of 
carved jewelry was made last month by 
Theodore A. Kohn & Son at their of- 
fices, 608 Fifth Ave. The pieces ex- 
hibited, which illustrate the art of the 
carver of gold and gems, were practical- 
ly all the product of this concern. All 
were unique in character and showed the 
possibilities of carving as well as the re- 
lation of the art of the sculptor to the 
art of the lapidary. Many of the pieces 
were new, but many others were the work 
of the concern of past years that were 
loaned for exhibition purposes by cus- 
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tomers who had purchased them. In ad- 
dition, the firm showed a number of ex- 
amples of ivory and wood figures and 
some distinctive pieces of jewelry. The 
exhibition was favorably commented on 
by both press and public. 


At the 37th annual convention of the 
National Association of Manufacturers, 
held at the Waldorf-Astoria Hotel Nov. 
16 and 17, the sessions were devoted to a 
discussion of industry’s attitude toward 
four vital problems of industrial recon- 
struction, i. e., government competition 
with private industry; the cost of govern- 
ment; federal taxation and unemployment 
relief and prevention. The first two 
topics were taken up at Tuesday’s ses- 
sions, among the principal speakers of 
the morning being the president, Robert 
L. Lund, and James A. Emery, general 
counsel, while among the speakers on the 
cost of government were A. C. Ernst, of 
Ernst & Ernst, Hon. James M. Beck and 
Archibald B. Roosevelt, secretary of the 
National Economy League. On the tax 
discussion on Wednesday, G. H. Nie- 
meyer, chairman of the Jewelry Trade’s 
Special Committee on Taxation, and M. 
D. Rothschild, our trade’s great tax 
authority, addressed the meeting, among 
other speakers being former Under Sec- 
retary of the Treasury, Hon. Henry H. 
Bond, David Beecroft and H. B. Spauld- 
ing. ‘Tuesday afternoon was devoted to 
the subject of unemployment relief. 


— 








Good Prices Realized at Sale of 
Brillhart Jewelry in New York 


A large number of members of the 
jewelry trade attended the sale of the 
Brillhart jewelry at the American Art 
Association, Anderson Galleries, 30 E. 
57th St., Wednesday afternoon, Nov. 16. 
The 28 pieces sold by order of the owner, 
Rose Osgood Brillhart, were all fine 
specimens, and the bidding was spirited 
and the prices realized very good in- 
deed. 

Among the principal jewels sold was 
an emerald cut diamond ring with a 
diamond of 20.21 carats, which went to 
the agent of an unknown buyer for 
$43,000. An Oriental pearl necklace of 
83 pearls and sapphire clasp went to 
the agent of another unknown purchaser 
for $20,500, while a marquise diamond 
ring with a gem weighing 13.58 carats 
was sold to Mrs. V. Lathrop for $21,500. 

Other interesting pieces included a 
chain of 52 diamonds, which was sold to 
Aaron Lauterbach & Bros. for $5,500; a 
diamond bracelet with three center stones 
sold to George Kay for $3,850; a rope of 
316 pearls sold to Mrs. E. F. Smith for 
$7,500; a pair of emerald and diamond 
earrings sold to Mrs. M. A. Kenyon for 
$4,100; a diamond bracelet sold to H. 
Smith for $3,800, and a diamond head 
band which went to the agent of an un- 
known purchaser for $3,100. 

Jewelers who attended the sale and did 
not buy expressed themselves as grati- 
fied at the values realized. 
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If you cannot at pres- 
ent afford a big, domi- 
nant advertising mes- 
sage, start with a lit- 
tle message at least. 
However small the ad, 
let it be delivered 
every month through- 
out the year to our en- 
tire list, which means 
to the leaders — to 
those who control buy- 
ing and influence opin- 
ions. Decide now what 
is the minimum 
amount of advertising 
you can do for 1933, 
and look upon it as 
business insurance. 
Keep your name be- 
fore the public, with a 
regular listing in the 
Index to Advertisers. 


Space in these col- 
umns is to be had in 
I’ and 2” sizes. Ad- 
vertising rates sent 
upon request. 
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Display for the Convenience 
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N. Y. Representative: 


ARTHUR J. LIPPKE 
SHOWROOM: 114 East 32nd Street 
Phone: AShland 4-3889 
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24 Karat Club Defers Banquet But 

Will Hold Its Beefsteak Dinner 

in January 

At a monthly meeting of the Jewelers’ 
24 Karat Club of New York, Nov. 16, 
at the club rooms, 15 Maiden Lane, G. H. 
Niemeyer, chairman of the banquet com- 
mittee, reported on the referendum taken 
on the subject of the banquet. This 
showed that an overwhelming majority 
of the members had voted not to hold 
a banquet in January and the commit- 
tee’s report against a banquet was sus- 
tained by a vote of the meeting. 

However, it was later decided that as 
no banquet would be held in January, 
the date of the beefsteak dinner should 
be advanced, so this event will be held 
some time in the last week in January, 
the date to be decided later. It will be 
for members only. 


Celebrate Golden Wedding 
Anniversary 


ARLINGTON, Mass.—Mr. and Mrs. 
Charles H. Clark, for many years resi- 
dents of North Attleboro, where Mr. 
Clark was engaged in the jewelry manu- 
facturing business, observed the 50th an- 
niversary of their wedding recently in 
the home of their son, Homer Clark, on 
Belmont Hill, Belmont, being assisted in 
the observance by their son and daugh- 
ter, Mrs. Irving Poole, of 210 Park Ave., 
Arlington Heights, and seven grandchil- 
dren. 

The couple received many tokens. 
Gifts of gold and many letters and tele- 
grams as well as flowers included. 

During the afternoon and evening the 
couple held a reception for their friends 
and neighbors. 

Mr. and Mrs. Clark were married in 
North Attleboro and up to a year ago, 
when they came to Arlington Heights to 
make their home with their daughter, 
they lived in North Attleboro, where they 
have a very wide circle of friends. 


Ordinance to Regulate Jewelry Auc- 
tion Sales before Nashville 
City Council 


NASHVILLE, TENN.—Rigid regulation of 
auction sales of such goods as are com- 
monly handled by jewelry stores is 
provided in a bill which has_ passed 
first reading in the Nashville city 
council. It requires that all articles so 
sold shall be tagged with descriptive 
labels, showing the character and fine- 
ness of metal in jewelry, watches, silver- 
ware and the like, and whether solid, 
filled or plated; showing the character, 
fineness and weight of precious stones, 
and marking imitations as such, and re- 
quiring that the make of watches and 
clocks shall be given, and no old works 
of either shall be sold in new cases with- 
out the fact being disclosed by the tag. 

No “by bidder” shall be allowed to run 
the prices up. No person, firm or corpo- 
ration shall be allowed to conduct an 
auction sale without a license from the 
city, and no license can be issued to an 
applicant that has not been in the jewelry 
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business in Nashville as much as om 
year. The fee for a license is $50, and j 
expires in two weeks. And for eag, 
license granted a bond of $1,000 must 
posted by the applicant with the city, 

For making false representations jp 
such a sale, substituting another artich 
for one sold, or otherwise violating th 
ordinance, the fine is $50 for each offense. 

The measure will not apply to judicial 
sales, sales under execution, or by ad. 
ministrators or executors, or under mor. 
gage; nor to sales for charitable pyr. 
poses and the like. 


William H. Gregory 


Newark, N.. J.—William H. Gregory, 
a descendant of Jasper Crane, one of 
Newark’s founders, and a retired jeweler 
of Newark, died Nov. 4 at his home ip 
East Orange. He had been ill more than 
a year. 

Mr. Gregory was born in Newark 72 
years ago, the son of the late William 
A. Gregory and Emma S. Crane Greg. 
ory. He entered the firm of Strobell & 
Crane, manufacturing jewelers of New- 
ark, was connected with the firm 35 
years, and was its vice-president when it 
ceased business two years ago. 

Mr. Gregory leaves his widow, Eliza- 
beth A. Gregory; two daughters, Miss 
Betty E. Gregory, of the East Orange 
address, and Mrs. Sumner Ford Easton, 
of New York, and a grandson, Gregory 
F. Brown, also of New York. 


Sigmund Meyers 


PHILADELPHIA, Pa., Nov. 12.—Sigmund 
Meyers, one of Philadelphia’s veteran 
manufacturing jewelers and a member of 
the firm of I. Bedichimer & Co., Sansom 
and 12th Sts., passed away Nov. 12, 
News of his death caused sincere regret, 
as he had been connected’ with the firm 
for 60 years and was widely known. 

Mr. Meyers, who specialized for many 
years in insignia jewelry, had the reputa- 
tion of being one of the most skilled en- 
gravers in the industry, and his many 
sterling qualities as well as his ability 
gained for him the respect and esteem 
of a large circle of friends. He was well 
known in fraternal circles, being a mem- 
ber of Shekinah Lodge No. 246, F. & A. 
M., Keystone Chapter No. 175, R. A. M, 
and the Fraternal Patriotic Americans 
and Improved Order of Red Men. 

Mr. Meyers is survived by two sons 
and a married daughter. The business 
will be continued by his partner, Harry 
Bedichimer. 


Charles W. Eleder 


Charles W. Eleder, 51, was found dead 
in the garage of his home in South 
Orange, Nov. 7. He was president of 
Eleder Hickok Co., Newark, N. J., sil- 
versmiths, which he started in 1917. Dr. 
William M. Brien, Assistant Medical Ex- 
aminer, pronounced his death due to cat- 
bon monoxide poisoning. 

Mr. Eleder was found in the driver's 
seat of an automobile with the engine 
running and the garage doors closed. 
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CHICAGO: 


On Nov. 10 the show window of the 
jewelry store at 418 W. 79th St., owned 
by G. Bjornson, was smashed and jewelry 
and watches stolen. 

A charter has been granted by the 
Secretary of State at Springfield, Ill., to 
the Dearborn Watch Co., 29 N. Dearborn 
St. The incorporators are Abe, Bessie 
and Samuel Kahn. A general jewelry 
business will be conducted. 

Among the out of town wholesalers 
visiting Chicago on business recently 
were James J. Burke, St. Louis, Mo.; 
Adolph Possin, Boszhardt-Possin Co., Mil- 
waukee, and Jake Levine, C. B. Norton 
Jewelry Co., Kansas City, Mo. 

Clarence Roehr, of the Bassett Jewelry 
Co., spent several days in Chicago last 
week on a business trip through this ter- 
ritory. For many years Mr. Roehr made 
Chicago headquarters and has a host of 
friends who enjoyed visits with him while 
here. 

C. R. Gardner, president of the Inter- 
national Silver Co., spent several days 
in Chicago recently during a _ business 
trip to cities of the middle west and 
northwest territory. He was  accom- 
panied to these cities by R. S. Felvey, 
district manager. 

Louis Newmark, 66 years old, owner 
of a retail jewelry store at 8 Madison 
Street, Oak Park, IIl., was seriously in- 
jured one night early in November in an 
explosion in the basement of his store. 
Rain during the day had flooded part of 
the basement and extinguished the gas 
burner in the boiler and the explosion 
occurred when Mr. Newmark struck a 
match to relight the burner. 

The Chicago Jewelers’ Association 
held its regular monthly luncheon at the 
Palmer House on Thursday, Nov. 17. 
Only routine business was transacted. 
The guest of the day was “Texas” Jack 
Sullivan, famous U. S. marshal and 
Texas ranger. He talked in a very in- 
teresting way about the old days on the 
western plains and gave a few demon- 
strations of fast gun play used by fron- 
tier marshals such as“Wild Bill” Hickok, 
Wyatt Earp, “Bat” Masterson and others. 
The next meeting will be the annual as- 
sociation dinner in January. 

H. M. Heymann, for many years asso- 
ciated with the jewelry industry in Chi- 
cago, and Mrs. Heymann have returned 
to their former home, St. Louis, Mo., to 
reside. Mr. Heymann, who is 84 years 
old, has been active in business up to the 
time he decided to retire last month. He 
began his career in the trade in St. Louis 
when a young man and came to Chicago 
more than 30 years ago. His son, Louis, 
was associated with him in the represen- 
tation of diamond and pearl lines until his 
death about three years ago. The good 
wishes of his many friends in Chicago 
and throughout the industry go with Mr. 
and Mrs. Heymann to their new home. 

Funeral services for Otto J. Arm- 
bruster, 74, of 1030 S. Fourth St., Spring- 
field, Ill., engaged in the jewelry business 
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there for about 50 years, who died sud- 
denly at 10 p. m. on Nov. 8 at his home, 
were held at 2.30 p. m. Friday, Nov. 11, 
at the Thomas C. Smith Sons funeral 
chapel, 620 E. Edwards St. Burial was 
in Oak Ridge Cemetery. Death was be- 
lieved due to a heart attack. He had 
lived all his life in Springfield, starting 
in the jewelry business when he was a 
young man. He retired in 1926 and a 
brother took over the business. Surviv- 








WHEN TO START? 


—One of our subscribers asks this question: 
“When is the best time to start in 
business—during a period of pros- 
perity or during a depression?” 

—NMy opinion is that a depression period of- 
fers many advantages over a prosperity pe- 
riod for new business ventures, 

—There’s an old proverb that “fools rush in 
where angels fear to tread.” Good times 
are like a GOLD RUSH; everyone has a 
profit fever and more often than not a busi- 
ness venture is merely a business gamble, 
a desire to make EASY MONEY. 

—On the other hand, hard times bring about 
hard thinking and cautious judgment. 
There is no rushing into business. Only the 
far-sighted, courageous type dares to ven- 
ture. And he goes in prepared to build 
safely and strongly. He knows hard prob- 
lems and how to solve them. - 

—lIn other words, we FACE FACTS when we 
venture into business at a time like this; 
and with facts as a background the chance 
of failure should be reduced to a minimum. 








ing are his widow, Elizabeth; four 
brothers, H. R. and Ernest, of this city; 
Charles, of Cincinnati, Ohio, and J. W., 
of Los Angeles, Cal.; two sisters, Emma, 
of Denver, and Rose, who returned re- 
cently from Japan. 


Married Fifty Years 


CuIcaco—Mr. and Mrs. C. P. Dungan, 
329 S. Oak Park Ave., Oak Park, IIl., 
celebrated their 50th wedding anniver- 
sary at the home of their daughter, Mrs. 
Thomas J. Rigney, 622 Franklin Ave., 
River Forest, on Wednesday, Nov. 2. 
There was open house during the after- 
noon and evening and hundreds of friends 
and relatives called to extend felicita- 
tions and best wishes. 

Mr. Dungan came to Chicago in 1870 
from Dublin, Ireland, where he was born, 
and has been associated with the 
business and social life of the city ever 
since. Soon after arrival he accepted a 
clerical position in the executive offices 
of the Michigan Central Railroad. In 
January, 1881, he joined the Rogers & 
Bro. organization and has been con- 
tinually with them and their succes- 
sors since that time, for the past 10 
years being manager of the International 
Silver Co.’s Chicago offices. He is the 
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dean of the jewelry industry in this city 
and most highly esteemed by all mem- 
bers of the trade. 

Mr. and Mrs. Dungan have resided in 
Oak Park for the past 42 years and Mr. 
Dungan was a member of the first board 
which drev; up the first village charter. 

Te this happy couple eight children, 
five girls and three boys, were born, all 
of whom are married and living. Four- 
teen grandchildren are living. For more 
than 50 years now only one death has 
come immediately to this family, that of 
a grandchild. Mr. Dungan celebrated 
his 78th birth anniversary in October. 


Roscoe B. Robertson 


WooDHULL, ILL.—Roscoe Beecher Rob- 
ertson, 65 years old, Woodhull jeweler, 
died at 11.30 p. m. Oct. 29 at his home 
following a stroke suffered Saturday 
morning while at work at his place of 
business on Division St. During the 
summer Mr. Robertson suffered a stroke 
from which he had never fully recov- 
ered, but he was able to be at his store 
the greater part of the time. 

Mr. Robertson was born March 12, 
1867, at Prairie City, Ill., the son of Hugh 
and Hattie Luper Robertson. He came 
to Woodhull about 14 years ago. He 
married Miss Emma Hutton, Feb. 13, 
1919, and the couple had resided here 
since. 

Surviving are the widow, a sister, Mrs. 
Frank Walker, Avon, IIl., and a brother 
in Montana. His parents, a brother and 
a sister preceded him in death. 


Automobile Injuries Fatal to Retired 
Jeweler 


St. Louis, Mo—T. E. Gonterman, a 
retired jeweler of Granite City, died in 
St. Elizabeth’s Hospital there Nov. 2 of 
injuries suffered when struck by an auto- 
mobile. 

The accident occurred in front of the 
hospital, where Mr. Gonterman had been 
visiting Mrs. Gonterman, who had un- 
dergone a minor operation. He suffered 
a fractured skull and fractures of both 
legs. Th e driver of the automobile said 
he was blinded by the headlights of an 
approaching car and could not see Mr. 
Gonterman until too late to avoid strik- 
ing him. 

Mrs. Gonterman, whose condition is 
said to be serious, was told of her hus- 
band’s death. Mr. Gonterman is also 
survived by three sons and a daughter. 
He was 72 years old. 





Platinum Market 


Platinum prices, as of Nov. 18, were 
officially quoted as: 
CC EET EET ETE ECT CE rT Mer $33.00 


Containing 5 per cent iridium........... 34.00 
Containing 10 per cent iridium.......... 35.00 
RUMEN 8s oc caccadacunndecstcux<aaceeet 60.00 
POM s 6 ec axcadasJcceiew<dnacoasuws 20.00 
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Now Is THE 
TIME 

























to cash in on your obsolete, un- 
salable jewelry. Many of the 


jewelers are doing so. 










You will be surprised to learn 





how many inactive dollars you 


can put to work. 








We will value your shipment 


carefully and hold it intact await- 










ing approval of our offer. It 
pays to ship direct to the jewelry 


trade's refiner. 











We do not employ 
traveling gold buyers 






























THOMAS J. 


DEE & CO. 


PRECIOUS METAL SPECIALISTS 
535 E. WASHINGTON STREET 
CHICAGO 
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For 
Quality 
Service 
Craftsmanship 
Buy Your 


PLATINUM 
WEDDING 
RINGS 


Plain, Engraved, Azured and Channelled 


from 


ni MAttieEy 


and Company, Inc. 
15 West 47th Street, New York City 


Telephone Bry 9-4645 























REMEMBER 


THAT FOR 
HONEST 
PROMPT 

ACCURATE 


RETURNS 


ON ANY MATERIAL SUCH AS 
OLD OR DISCARDED ARTICLES 


OF 


PRECIOUS METAL 


WE ARE AT YOUR 


REFINING SERVICE 















T. B. HAGSTOZ & SON 


709 SANSOM ST., PHILADELPHIA, PA. 
Thirty-four Years of Refining Service 
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ILL it be necessary to grind the face of the teeth of 
the pinion cutters? 

Answer—Our pinion cutters, or, in fact, any cutters 
which we make will perform their work much more sat- 
isfactorily if we make arrangements for grinding the face 
of the teeth. In any kind of pinion cutting which is 
done with a steel cutter, we may do the best work in the 
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Fig. 1 


shortest possible time if the cutting edge of the teeth of 
our pinion cutter is sharp and keen. 

In order to grind the teeth of our pinion cutters prop- 
erly, we shall require a special attachment to fit our slide 
rest. This attachment is quite simple and may easily be 
made by the ambitious workman. Fig. 1 shows the at- 
tachment in elevation. ‘The frame A may be sawed from 
a piece of sheet brass. It should be one-quarter of an 
inch in thickness by one-half of an inch in width. The 
arms should be about one inch in length. ‘The stud B 
should be made to fit the tool post of the slide rest. A 
quarter-inch hole should be drilled through the end of 
each arm and care should be observed to have these holes 
straight in line. A 60-degree point D should be made 
to fit each hole and the points should be hardened on the 
end. The end of the arms should be drilled and tapped 
to take a 14 by 40-thread screw, E, which is used for 
locking the points in position. The arbor C is simply a 
Piece of quarter-inch steel rod, accurately centered to fit 
the points, D. A pulley, F, about three-quarters of an 
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degree taper to fit the wheel. 












HOROLOGICAL 
QUESTIONNAIRE 


By 
LESTER B. PRATT 











November issue) 


inch in diameter should be made and fitted to one end of 
the arbor. The pulley may be made of fiber or hard rub- 
ber, as either of these materials carries a belt much better 
than a steel or wood pulley. The grinding wheel, G, 
should be an Alundum wheel one inch in diameter by 
one-eighth of an inch in thickness. It may be mounted 
on a brass “boss” and the center hole reamed out to a 
2-degree taper. The end of the arbor should then be 
turned to the same taper to fit the brass “boss.” 

Some workmen have trouble in mounting the Alundum 
wheels on a brass “boss” so they will hold securely. We 
find that the best method for mounting such wheels is to 
obtain some dental cement, the kind that dentists use for 
cementing crowns, etc. If this cement is properly mixed 
and applied to a new wheel. before anv oil is used on the 
wheel, we will have a very substantial job that will not 
work loose easily. The cement sets rapidly, but it should 
be allowed to stand at-least 24 hours before using the 
wheel. 


We must shape the edge of the wheel to correspond 
with our 30-degree cutter. We may do this by placing 
the wheel on the arbor of our grinding attachment, and 
mounting the arbor cutters in the lathe. In this case we 
will require a small face plate and dog or work carrier to 
drive the arbor. Or we may mount the wheel on a regu- 
lar lap chuck, with the end of the chuck turned to a two- 
Excellent results may be 
obtained in either case, but we prefer the lap chuck, as it 
is easier to use and, furthermore, the lap chuck may be 
used for many similar operations. 


Assuming that we have the wheel mounted on the lap 
chuck and ready for truing, we shall require a small 
diamond point mounted in a steel shank to fit the tool 
post of our slide rest. By using the diamond point, we 
have a very hard edged tool with which we may readily 
turn the edge of any grinding wheel to any desired shape. 
In this case we wish to turn the top face of the wheel 
flat and true and also turn the edge of the wheel to a 
30-degree angle. 

We will face off the top edge first, then set the slide 
rest to 15 degrees and proceed to shape the edge. In shap- 
ing the wheel, we shall traverse from the top edge to the 
lower edge, as we can produce a sharper edge than would 


LEES & SANDERS 


A customer writes: “In regard to our deal- 
ings with your firm we have always had the 
fairest treatment and are always glad to 
recommend you.” 


SWEEP SMELTERS 
BIRMINGHAM. «enc. 
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S OO LIVE IN THE NEW SMART CENTER 

A - NOTHING FINER OF NEW YORK 
modern, new hotel located in heart of IN HOTEL 

New York, 100 feet West of Broadway ACCOMMODATIONS The Hotel Montclair is located 

yet quiet and cool. Each room has AT THESE RATES in the very heart of the fashionable 

bath, circulating ice water, electric fan, SINGLE ROOMS Park Avenue area—the world: 

Beauty-rest mattresses, exceptional f 2.50 famous residential and shopping 

furnishings and atmosphere. rom $2.50 to $5 per day — district of New York's elite. 800 

WEEKLY from $15.00 sunny, outside rooms. Every room 

—_ with bath, shower and radio. 

bh 0 tel DOUBLE ROOMS Adjacent to Grand Central and 

from $3.50 to $6 per day 8B & O BusTerminal...onlya few 

2 irc a iy i [ lp WEEKLY from $21.00 minutes from Pennsylvania Station. 








227 WEST 45% ST. NEW YORK 


Oscar W. Richards, Resident Manager 
LEXINGTON AVE., 49th TO 50th STS., NEW YORK CITY 
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the angle would vary a slight amount. 
(To be continued) 


Jeweler 


1924. 








It took three thousand working hours to build this clock 
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be the case if we traversed in the reverse direction. In 
ning such wheels with the diamond point we should 
run the wheel at a high speed and keep an oiled sponge 
applied to the edge of the wheel to prevent the dust from 
getting into the bearings of our lathe and slide rest. If 
we wish to produce an exact 30-degree angle, it is essen- 
tial that diamond point be set exactly “‘on centers.” 
the point of the tool should be set above or below center, 


Astronomical Clock Built by Fremont, Ohio, 


HE clock illustrated herewith required 3000 working 
hours to complete. It was constructed by U. B. Lust, 
a jeweler at Fremont, Ohio, who started work on it in 





Each of the 190 pieces in the clock, excepting the ruby 
jewels, were made by Mr. Lust. ‘The jewels were done 
by Willy Richter, another artist, in Glashutte, Germany. 

The train or wheels of this clock are especially fine cut. 
High numbered wheel teeth, pinions and leaves took much 









patience and hours of labor in perfecting an even distri- 
bution of power. The fine train gives excellent time 
keeping results. 

The clock is designed to carry the weight at the side of 
the case and as far removed from the pendulum as pos- 
sible. 

The movement has eight matched and brilliantly col- 
ored ruby jewels and all steel parts in the mechanism are 
done in crucible steel. —The wheels are gold plated and the 
movement done in richly damaskeened nickel plate. The 
wheels and plates are made of special hard rolled brass 
and the silvered astronomical dial is skeletonized so as to 
give a clear view of the movement and the jewels. The 
mercurial pendulum weighs 15 pounds and is fully com- 
pensated to changes of temperature. 

The movement is well designed for maintaining 
power and so perfect is the construction and balance 
as to keep the clock running while being wound. It is 
capable-of running 15 minutes after the weight is re- 
moved. 

The handsome black walnut case that contains the 
working parts of the mechanical creation was made by 
hand by another artist, C. F. Schellkopf, cabinetmaker 
and joiner, of Fremont. ‘The walnut case is eight feet 
in height, 29 inches wide, two inches deep and is finished 
in a rich semi-gloss that brings out the beauty of the wood 
that is used in this fine sample of craftsmanship. Mr. 
Schellkopf spent eight months in finishing the case for the 
clock. 

This handsome timer in its fine case is attracting much 
attention at the Lust store. 


Certificates Granted by H.I.A. 

At a meeting of the Examining Board of the Horologi- 
cal Institute of America held in Washington, D. C., on 
Nov. 1, watchmakers’ certificates were granted to the 
following: 

Junior WaTCHMAKER 


NAME EMPLOYED BY ADDRESS 
Paul Hinman H. A. Gragg Enid, Okla. 
C. E. McFadden Self Enid, Okla. 


Lionel L. Tardiff Student at Bow- Waterville, Me. 


man School 
CERTIFIED WATCHMAKER 


D. E. Burgi Anderson Jew- Ogden, Utah 
elry Co. 
Mrs. Guadalupe Mar- John H. Cooper El Paso, Tex. 
tinez de Cooper 
Martin Doerhoft Self St. Elizabeth, Mo. 


SAMPLE EXAMINATION QUESTIONS 


CERTIFIED WATCHMAKER 
1. How would you harden and temper an extra long 
and thin lever spring? 
2. If a watch should stop or lose motion each five 
minutes, where may we look for trouble? 
3. What is the purpose of meantime balance screws? 


Junior WaTCHMAKER 
1. How do you test a watch for magnetism, and how 
do you remove same? 
2. When is an escapement overbanked or out of ac- 
tion? 
3. Name all the reasons that you can think of that 
would cause a watch to stop. 


STOP! 


Stop wondering 
and worrying 
about your sales 
problems — use a 
Hubbard Public 
Sale, and know 
t he satisfaction 
and peace of mind 
that has come to 
“Mighty hundreds of Jewel- 
nt it. ers scattered all 

over the country. 








Get the benefit of nearly 20 years’ experience. 


Whether you want to raise money, reduce stock 
or retire from business, there is a plan for you. 


Get the details of our guaranteed success or no 
charge. Do it now! 


CHAS. A. HUBBARD 


“Auctioneer for Established Jewelers Only” 


10 SO. WABASH AVE. CHICAGO, ILLINOIS 
LONG DISTANCE TELEPHONE CENTRAL 2547 





Buy American eats | Do You Know 
\e. 4 KG H Off . * that the ophthalmometer is vitally important and 


extremely useful not only in regular astigmia but in 


Vye prepares a special oil for 


Amblyopia, Anisometropia, Incipient Cataract, 
NPD) slat: ioutuhes Aphakia, Irregular Astigmia, Nystagmus? 


cea : ORDER from your JOBBER OPHTHALMOMETRY 
Mies Noné NI By E. LEROY RYER 
William F. Nye, Inc. SHOWS WHY and HOW 


ye eyGATURE 
New Bedford Mass. No more pitfalls. Ophthalmometry made simple 
and precise 


Price $3.50 a Copy 
The New Protection Ring Guard umes 


Due to an improved method we are offering a more 
rfect PROTECTION RING GUARD AT A SUB- Published b 
TANTIAL REDUCTION FROM THE Y 


FORMER PRICES to the trade. 
One dozen on card, assorted sizes, all colors of The Optical Journal and Review 
14 Kt. gold. 


Fully Preveetead LION SAFETY PIN CLUTCH CO., INC. 239 W. 39th St., New York 
by U. S&S Patents 20 West 22nd St., N. Y. City Or Jobber 


1 OK AY i ee 
* Hoke - Phoenix a REEVE & MITCHELL CO. 
SINCE 1898 


Makes your White Gold Jewelry % 
sparkle; applied easily. NON-TARNISHING 


in denote onl ? FLANNEL BAGS and ROLLS 


Jewelers Technical Advice Co 1110 8 hi 
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#@) 22 AlbanySt. New York City. ' 


























THE JEWELERS’ CIRCULAR 
for December, 1932 


























WORKSOP NWOMTES € QUERIES 





OLDERING Gold Plated Articles—How can I pro- 
tect the color on gold-plated articles when soldering? 
(Question No. 4857) S. E. M. 

Answer.—When gold plating of every kind becomes 
heated it rapidly changes its rich-looking color and takes 
on a much paler tint after boiling out. How to avoid this 
has often puzzled many of the workers. Now, by simply 
coating the surface with a solution of boric acid both the 
annealing and soldering may be effected with success and 
the color preserved. Some workers prefer to coat the 
gold-plating with a paste of boric acid and water, allow- 
ing this to dry before proceeding to heat the metal. But 
all this may be avoided by simply dissolving from five to 
six ounces of boric acid in a pint of boiling water and 
dipping the gold plating into it, so that when dried off a 
film of boric acid covers every part of the work and pro- 
tects it from the action of the heat in annealing and solder- 
ing. This will not prevent the soldering taking place if 
it gets on the joints, thus greatly facilitating the gold plate 
worker in his operations. Dry the coating before soldering. 

As gold plate cannot be subjected to much polishing 
without removing the thin surface of gold, it is of the 
utmost importance that the surface should be protected as 
far as possible from changing color. In protecting the 
surface by “dipping” it is advisable to prepare a saturated 
solution of boric acid, but as this salt is not very soluble 
in water it will soon be found that the water will not take 
up as much of it as of most other salts, but a little experi- 
ence will soon teach the right strength to use. Boric acid 
will only dissolve to the extent of five per cent in cold 
water; that is, one ounce in 20 ounces, or one pint of 
water. But in boiling water about 30 per cent may be 
dissolved. About six ounces of boric acid to the pint of 
water will make a standard solution, and is as much as the 
water will dissolve. 


RODUCING Matt and Satin Finish_—Please show 

me how I can produce a matt finish on jewelry and 
silverware. I am especially interested in producing the 
frosted or matt finish on Roman gold jewelry? (Ques- 
tion No. 4858) R. B. W. 


Answer.—Satin or matt finish can be done in several 
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different ways, the method employed being regulated 
usually by the amount of matting to be done. If only a 
small amount of work is to be matted, then a very simple 
and inexpensive method can be used, but where there are 
many articles to be treated it is advisable to use an ex- 
pensive outfit, the larger outfits being much more eco- 
nomical to use than the less expensive ones. The matting 
or satin finishing on jewelry, silverware, brass goods or 
on any metals are all produced in the same manner, either 
with brushes that revolve on a lathe or with a sand blast. 
the latter being preferable if there is sufficient amount of 
business to pay for its installation. 


For small articles of jewelry, a regular scratch brush 
attached to a lathe that makes from 2,000 to 2,500 revolu- 
tions will do very well. They can be purchased from the 
supply houses, as well as the others illustrated at a mod- 
erate cost, and in many different sizes, as well as in brass, 
steel, or German silver wire. The most serviceable for 
jewelry and silver are those brushes made of brass wire. 


Another brush, which is called the swing brush, is 
much used and is preferred. When one has had a little 
experience with them better frosting can be done on ac- 
count of the ends of the wires striking the piece to be 
matted, so that it will not produce the drag marks which 
sometimes occur with a solid brush. Another one which 
is very serviceable is a hanger brush. The wires used are 
of fine steel secured to hanger wires which are held in 
place by steel pins. This brush is especially suitable for 
larger surfaces, such as silverware, chandelier or lamp 
work; the brush, covering a wide surface, enables one to 
work very rapidly, the hangers giving the brush an elas- 
ticity which enables the operator to whip on a good frost- 
ing or satin finish. One of the best methods of producing 
the matt or satin finish on any kind of article is a modern 
sand blast machine connected with a force blower. The 
arrangements are very simple and easy to manipulate; a 
girl or boy can work them after a few hours as well as an 
experienced man. ‘The matting done in this way is very 
satisfactory. This arrangement requires from one to two 
horsepower to drive it satisfactorily, but the air pressure 
can also be utilized for soldering or brazing purposes. 











































Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c._ for 
= 25 words. Additional words 5c. a 
word, 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15ce. 
extra to cover postage must be en- 

osed. 

Advertising matter addressed to 
Classified advertisers will not be de 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month, 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 





Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 








Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





ENGRAVER, manufacturing jeweler and 
diamond setter, at present employed but 
desires a change. Address “J., 8642,’’ 
care Jewelers’ Circular. 





CAPABLE SELLING in every branch, re- 
tail salesman, clean cut young man of 


unusual ability seeks position with 
future. Address ‘“‘N. 8645,’’ care Jewelers’ 
Circular. 





CREDIT AND COLLECTION man open 
for position: understands installment 
business thoroughly in all its branches; 
go anywhere. Harry Taub, 114 E 2nd 
Ave., Rosell, N. J. 





WATCHMAKER, clock repairer, sales- 
man; good references, character and 
ability; good general education also. 
James D. Greble, 352 E. Chestnut St., 
Lancaster, Pa. 





A 1 RETAIL SALESMAN, 20 years’ ex- 
perience, diamonds, watches; familiar 
all details; can assume full charge; good 
personality; best references. Hauser, 
4300 Drexel Blvd., Chicago. 





ANSWER THIS if you're located in New 
York vicinity requiring immediate serv- 
ices of an aggressive young salesman in 
your store. Address ‘“‘G., 8637,’’ care 
Jewelers’ Circular. 





QUALIFIED SALESMAN, young man of 
pleasing personality, seeks night work 
in a reputable New York or Brooklyn 
store; excellent references. Address 
“P., 8646," care Jewelers’ Circular. 





YOUNG MAN experienced in _ varied 
branches of jewelry business, wishes 
connection with reputab!e wholesale 
firm, one that can offer opportunity. 
= “E., 8635," care Jewelers’ Cir- 
cular. 











WATCHMAKER AND OPTOMETRIST, 
middle aged, with many years of ex- 
perience. Address Henry Reinewald, 
183 Wickham Ave., Middletown, N. Y. 





A-1 WATCHMAKER, 44, active, reliable, 
capable of repairing any make or 
watch and clock; very best reference 
Albert, 554 West 160th St., New York, 





WATCHMAKER, JEWELER, engraver, 
A 1 mechanic; good reference; 18 years’ 
experience as all around man; married. 
= “W., 8660,”’ care Jewelers’ Cir- 
cular. 


YOUNG MAN, 25, well known in jewelry 
trade, seeks position with credit or re- 
tail firm; thoroughly experienced, dia- 
monds, watches, sales. Address “P., 
8649,” care Jewelers’ Circular. 


YOUNG MAN, 26, highest references (firm 
out of business), seeks connection; ex- 
pert handling and selling diamonds, 
watches; go anywhere; retail. Address 
“O., 8648,’ care Jewelers’ Circular. 











JEWELER, experienced on platinum and 
gold special order work; also high grade 
repairing; competent to take charge; no 
objections to South. Edwin H. Mobley, 
6569 N. Lambert St., Philadelphia, Pa. 





FIRST CLASS WATCHMAKER, fine 
mechanic, industrious worker, American, 
neat appearance; sales ability; New 
England preferred. Address ‘‘H., 8678,”’’ 
care Jewelers’ Circular. 


CREDIT STORE SALESMAN, eight years’ 
experience credit jewelry business; can 
trim windows, assist credit department; 








excellent references; available im- 
mediately. Address ‘“‘F., 8636,’’ care 
Jewelers’ Circular. 

WATCHMAKER, JEWELER, engraver, 


of taking complete charge of 
skilled on complicated work; 
reliable, good personality, first class 
reference. Address ‘“H., 8634,’’ care 
Jewelers’ Circular. 


WATCHMAKER, JEWELER, clock re- 
pairer, first class ability and experience 
on high grade work; good references: 
quantity and quality of work, and char- 
acter. E. Russell Tschopp, 119 Birch 
St., Shamokin, Pa. 


20 YEARS’ EXPERIENCE, retail store 
past 12 years, watch sales department 
and full charge of repairs, desires con- 
nection with reliable firm; married, age 
37: references. Address ‘‘Salesman,”’ 
1159 Lexington Ave., Akron, O. 


BOOKKEEPER, ACCOUNTANT, experi- 
enced young man desires responsible 
position; consider part time; college 
graduate and a Notary Public; excellent 


capable 
store; 

















references. Address ‘“N., 8647,” care 
Jewelers’ Circular. . 
RETAIL SALESMAN, 15 years’ experi- 


ence as A-1 salesman; original ideas of 


window trimming; managing cash or 
credit store; real go-getter; best 
references. Address ‘‘S., 8653,’’ care 


Jewelers’ Circular. 





YOUNG WATCHMAKER desires position 
with reliable store; nine years’ experi- 


ence; holder of certificate from Horo- 
logical Institute of America; best of 
references; now employed. Address 


“Z., 8664,’’ care Jewelers’ Circular. 





WATCHMAKER, SALESMAN, married; 
first class; 26 years’ experience on high 
grade watches and bracelet watches; 
also engraver, clock and jewelry re- 
pairer; best of references. Address 
“X., 8661,” care Jewelers’ Circular. 





RETAIL CREDIT MANAGER, 15 years’ 
experience checking credits, care col- 
lections; A-1 salesman, trimming at- 
tractive windows, write advertising, 
sales promoting; chain store experience; 
finest references; go anywhere. Address 
“T., 8654,’’ care Jewelers’ Circular. 





WATCHMAKER, estimating repairs, 13 
years’ experience, better class store; 
horological, Swiss factory, lathe work; 
tools; fine pocket and bracelet work; 
American, age 33, married; eight hour 
day; $25 start if permanent with future, 
anywhere, at once. Address ‘‘A., 8666,’’ 
care Jewelers’ Circular. 





WATCHMAKER, expert on railroad and 
wrist watches, experienced in close tim- 
ing and railroad watch inspection, can 
do clock work and wait on trade; 
factory or store; Ohio or vicinity _pre- 
ferred; now employed; honest and re- 
liable; reference. Address ‘‘D., 8633,” 
care Jewelers’ Circular. 








STENOGRAPHERS, BOOKKEEPERg 
typists, clerks furnished, no Charge. 


Fulton Agency, 
7392, New York. 


SALESMAN, long experience, New You 
City, wishes connection with first ¢ 
concern; high grade jewelry or Fl 
novelties; now or 1933. Address “yj 
8676," care Jewelers’ Circular. : 


93 Nassau St., Cor, 








ae 

SALESMAN, 20 years’ selling experience 
Southern territory, desires a high grade 
jewelry or silver line, salary or com. 
mission basis; references. Address “q 
8675,” care Jewelers’ Circular. _ 


EXPERT WATCHMAKER wants job; 1g 
years’ experience; plain engraver, dig. 
mond setter and jeweler; $22 per week: 
married. “Watchmaker,” 1405 Ever. 
greene Ave., Montgomery, Ala. 


WATCHMAKER, JEWELER, age 35, 
Bradley graduate, experienced, will start 
at small salary if chance to advance; 
go anywhere, prefer Oklahoma. ‘Watch. 
maker,” Box 332, Boynton, Okla. 














YOUNG MAN, 25, desires position with 
manufacturing or retail jewelers; five 
years’ all around experience; best ref- 
erences. Address “R., 8501,” care 
Jewelers’ Circular. 


WATCHMAKER, SALESMAN, 15 years’ 
experience; best reference; do some 
jewelry repairs, plain engraving; salary 
or commission. Address Fred _ Stanley, 
618 N. Lancaster Ave., Dallas, Texas, 


YOUNG MAN, honest and_ dependable, 
seeks position with reliable wholesale 
or retail outfit where he could be of 
general assistance. Address “O., 8510,” 
care Jewelers’ Circular, 


YOUNG LADY, bookkeeper and stenog- 
rapher, ten years’ experience; complete 
charge, correspondence and collections, 
— “M., 8547,’’ care Jewelers’ Cir- 
cular. 


BOOKKEEPER, STENOGRAPHER, pos- 
sessing initiative and thoroughly experi- 
enced, desires responsible position; {s 
acquainted with all branches of jewelry 
and diamond line. Address ‘O., 8370,” 
care Jewelers’ Circular. 


EXPERIENCED SALESMAN _ desires 
representative line for New York City; 
have out-of-town following; formerly 
connected with prominent concern. 
Henry Greenthal, 80 Woodruff Ave, 
Brooklyn, N. Y 




















BOOKKEEPER, STENOGRAPHER, ten 
years’ experience in jewelry line; con- 
scientious; capable to take full charge 
of office; pleasing personality ; moderate 
salary. Address “O., 8621,” care Jewel- 
ers’ Circular. 





WATCHMAKER, experienced in all phases 
horological work, capable of a 
parts and assuming responsibility 0 
repair department; exceptional experi- 
ence in high grade workmanship and 
fine complicated watches; would be glad 
to hear from responsible firm. Address 
“V., 8659,’’ care Jewelers’ Circular. 


COMBINATION MAN, jewe!ry repairer, 
good diamond setter, all kinds letter 
engraving; 24 years’ store experience; 
age 43; neat appearance; lost wife, 
willing to go anywhere; furnish finest 
reference; willing to work for $25 per 
week; have full set of tools. Address 
“M., 8615,” care Jewelers’ Circular, 


WATCHMAKER, A-1 mechanic, age 28, 
13 years’ experience; repair watches in 
factory-like manner; railroad and brace- 
let watches a specialty; willing to do 
light engraving, jewelry repairing and 
wait on trade; photo and references; 
have own tools; Southwest preferred. 
Alf. H. Kahre, 1003 N. 12th St, 
Vincennes, Ind. 











RETAIL SALESMAN with unusual ability, 
experienced manager and buyer, expert 
engraver and designer, artistic window 
trimmer; know the jewelry business 
thoroughly in all branches; Gentile; 20 
years’ experience; if you are looking for 
a@ man who can make money for you, 
write me. Address ‘‘T., 8658,’’ care 

Jewelers’ Circular. 
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1. Beland 


San Francisco, CAL.—Irnee Beland, 
former Orland jeweler, died in a San 
Francisco hospital at 11:30 Nov. 4 after 
a prolonged illness. 

Beland and his brother Ralph operated 
a jewelry store on 4th St., Orland, for 
a number of years. They later moved to 
Fresno, where the former became em- 
ployed with the Southern Pacific. He held 
the position until six months ago, when 
he became seriously ill. 

Beland was born in Kansas, where bis 
parents reside. Besides them, he is s-r- 
yived by his widow, Mrs. Edna Lvs Be- 
land, and six brothers and sisters. 


Henry Lavallee 


LoweLL, Mass.—Henry Lavallee, gener- 
ally recognized as the dean of local jewel- 
e rs, died Nov. 5, at his home, 90 Apple- 
ton St., following a long illness. At the 
time of his death he was 77 years of age. 

Mr. Lavallee came to this city many 
years ago. For more than 45 years he 
conducted a jewelry store on Merrimack 
St. and was well known throughout the 
city. He was a member of the Royal Ar- 
canum, Industry Council, 1772. 

He is survived by his widow, Mrs. 
Georgianna (Fortier) Lavallee; two sons, 
James R. Lavallee of this city and Leo 
W. Lavallee of Boston; three daughters, 
Miss May Lavallee and Miss Bertha La- 
vallee of this city and Mrs. Thomas R. 
Keene of New York, and one brother, 
Alfred Lavallee of this city. 

The body was removed to the home of 
his son, James R. Lavallee, at 164 Craw- 
ford St. 


Silver Craftsman Makes Hit at New 
England Prosperity Show 


As a radical departure from the usual 
set display of a manufacturing silver- 
smith, the Frank W. Smith Co., Gardner, 
Mass., brought to its booth at the recent 
New England Prosperity Show in Boston, 
one of their highly skilled hand craftsmen 
along with his bench and tools. Mr. 
Holmes, the artisan, literally “stole the 
show,” as far as the public was con- 
cerned, in his section of the hall. He 
worked principally on the intricate chas- 
ing of a sterling silver Georgian fruit 
basket, and gave visible evidence of the 
vast amount of time and skill necessary 
to produce the finished piece and conse- 
quent justification of the price that must 
be charged by the retail jeweler. 


Boston Jewelers Club Banquet 


Boston, Mass.—The Boston Jewelers’ 
Club will hold its 45th annual banquet 
on Feb. 11, 1933, at the Copley Plaza 
Hotel. The price of guests’ tickets has 
been placed at $5. 


Prices of Silver Bars 
U. S. 


Government New 

London Assay Sell- York 

Date Official ing Price Official 

eS errereee ts 29% 27% 
are A, 293% 27 
Me 10 i cicasss ots 29% 7 

Me 2B. sness 1743 28 25% 
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STATEMENT OF THE OWNERSHIP, 

MANAGEMENT, CIRCULATION, ETC., 

REQUIRED BY THE ACT OF CON- 
GRESS OF AUG. 24, 1912, 

Of THE JEWELERS’ CIRCULAR, pub- 
lished monthly at New York, N. Y., for 
Oct. 1, 1932. 

State of New York } 
County of New York § §®- 

Before me, a notary public, in and for 
the State and county aforesaid, personally 
appeared P. M. Fahrendorf, who, having 
been duly sworn according to law, de- 
poses and says that he is the business 
manager of THE JEWELERS’ CIRCU- 
LAR, and that the following is, to the best 
of his knowledge and belief, a true state- 
ment of the ownership, management (and 
if a daily paper, the circulation), etc., of 
the aforesaid publication for the date 
shown in the above caption, required by 
the Act of Aug. 24, 1912, embodied in sec- 
tion 411, Postal Laws and Regulations, 
printed on the reverse of this form. to wit: 

1. That the names and addresses of the 
publisher, editor, managing editor, and 
business managers are: Publisher, Jewel- 
ers Publishing Corporation, 239 West 39th 
St., New York; Editor, T. Edgar Willson, 
239 West 39th St., New York; Managing 
Editor, none; Business Manager, P. M. 
Fahrendorf, 239 West 39th St., New York. 

2. That the owner is: (If owned by a 
corporation, its name and address must 
be stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding one per cent or more 
of total amount of stock. If not owned 
by a corporation, the names and addresses 
of the individual owners must be given. 
If owned by a firm, company, or other 
unincorported concern, its names and ad- 
dress, as well as those of each individual 
member, must be given.) Jewelers Pub- 
lishing Corporation, 239 West 39th _ St., 
New York, N. Y. All stock owned by 
United Publishers Corporation, 239 West 
39th St., New York, N. Y. 

(Stockholders of United Publishers Cor- 
poration): United Business Publishers, 
Inc., 239 West 39th St., New York, N. Y. 

(Stockholders of the United Business 
Publishers, Inc.): C. S. Baur, 3559 164th 
St., Broadway, Flushing, L. I, N. Y.; 
George H. Buzby, Philadelphia, Pa.; Anna 
B. Frank, Pleasantville, N. Y.: Frity J. 
Frank, P’easantville, N. Y.; Lee Higgin- 
son & Co. (Partnership), New “York, 
N. Y.; C. A. Musselman, Philadelphia, 


79 








Pa.; A. C. Pearson, Montclair, N. J.; 
Lelia C. Pearson, Montclair, N. J.; 
Frederic C. Stevens, 325 West End Ave., 


New York, N. Y.; (A) Frederic C. Stevens 
Co., 23 Prospect Terrace, Montclair, N. J. 

Note (A)—Stockholders of Frederic C. 
Stevens Co.; Velma S. Stevens, 325 West 
End Ave., New York, N. Y.; F. C. Stevens, 
Jr., 325 West End Ave., New York, N. Y.; 
Velma I. Stevens, 325 West End Ave., 
New York, N. Y.; Frederic C. Stevens, 
325 West End Ave., New York, N. Y.; 
Ruth S. Kane, Montclair, N. J. 

3. That the known bondholders, mort- 
gagees, and other security holders owning 
or holding 1 per cent or more of total 
amount of bonds, mortgages, or other 
securities are: (If there are none, so 
state.) None. 

4. That the two paragraphs next above, 
giving the names of the owners, stock- 
holders, and security holders, if any, con- 
tain not only the list of stockholders and 
security holders as they appear upon the 
books of the company but also, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corporation 
for whom such trustee is acting, is given; 
a’so that said two paragraphs contain 
statements embracing ,affiant’s full knowl- 
edge and belief as to the circumstances 
and conditions under which stockholders 
and security holders who do not appear 
upon the books of the company as trus- 
tees, hold stock and securities in a capaci- 
ty other than that of a bona fide owner; 
and this affiant has no reason to believe 
that any other person, association, or cor- 
poration has any interest direct or in- 
direct in the said stock, bonds, or other 
securities than as so stated by him. 

5. That the average number of copies 
of each issue of this publication sold or 
distributed, through the mails or other- 
wise. to paid subscribers during the six 
months preceding the date shown above 
is (This information is required from 
daily pubtications only.) 

P. M. Fahrendorf. 

Sworn to and subscribed before me this 
30th day of September, 1932. 


(SEAL) Charles B. Tanner. 
(My commission expires March 30, 
1934.) 


Notary public, New York County, N. Y. 
County Clerk’s No. 4. N. Y. County 
Register’s No. 4-T-204. 












































































WHAT ARE YOU 
GOING TO DO 
ABOUT ITr 


—Why do rivers flow by the big towns? 
—Which came first, the chicken or the egg? 


—It is difficult at times, I’ll admit, to differentiate between cause 
and effect; but when it comes to the relationship of lessened purchas- 
ing power and unprofitable prices for merchandise, I have a fixed 
idea. 


—It is my opinion that reduced purchasing power has not caused 
cut prices; but rather that cut prices have greatly damaged purchas- 
ing power. 


—Unbridled competition is the most destructive factor in the 
present-day economic situation. The slashing of prices to meet 
competition, often imaginary, brings about lower wages, and lower 
wages invariably lead to unemployment. 


—Therefore I believe that the problem of prices and profits rests 
entirely in the hands of manufacturers and retailers who, after all, 
are the ones who fix prices and should know how to figure profits. 


—As soon as manufacturers and retailers decide that they will not 
sell goods at a loss, but will insist on at least a living margin of profit, 
just so soon will wages rise, unemployment decrease, and normal 
times return. 


—And it’s all within the control of the producer and distributor. 


—The public always pays the price. 


pO Se 


President 
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